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HOW DEALERS SELL 
CONSTRUCTION MARKETS 


These are the techniques you can use to cap- 
ture new home and farm building sales. 

















This new window is really built. Exactly 
what you’ve been looking for. All wood 
parts are toxic-treated with water repel- 
lents. Because there’s no sloping outside 
frame surface, it’s easier to install in 
straight, level openings. Excellent sill 
drainage in any position. May be used 
with cither push-bar or roto-operator to 
open or close sash. And the extra heavy 
hinges and precision construction make 
it work easily and close tightly. ae 


Ste 4windowsinOne! 77% 


New convertible L-B “four-way” 




































































Lots of extra features 


@ Aluminum storm sash and @ Tightly weatherstripped in 








screens are available to make any position. 
this unit a fast-seller. a Both sides of operati sash 
@ Cartoned units stack evenly, may be cleaned from the in- 


side without removing sash. 
@ Many details of extra-fine 
@ Adaptable to the stock of workmanship typical of 
trim you now have on hand. Long-Bell products. 


firmly. 














Attention jobbers: For all the facts contact us immediately. 






If your jobber can't supply you, write, wire or phone us at It is - 
Kansas City, Missouri, or Longview, Washington. oe 
window. 














STOCK IT NOW! 


SELL IT NOW! 








INTERNATIONAL PAPER COMPANY 


Ilonc-ReLtL 


DIVISION 
Kansas City, Mo. Longview, Wash. 


























it is an awning- 
type window. 
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only ° 
HAR-VEY hardware 


has all these features 


BUILT IN DOOR STOP 


EXTRUDED 
ALUMINUM 


TRACK ¥ NEW KUSH-N-STOP 
REVERSIBLE 


UNUSUALLY RIGID JAMB HINGE 


GUIDE HANGER 


ADJUSTMENT SLOTS 
FOR EASY EXACT ALIGNMENT 





Made toe please your customer... 
NEW! Har-Vey “B” Line Slide-A-Fold Hardware 


HAR-VEY SLIDE-A-FOLD HARDWARE is fash- 
ioned for the sales minded builder . . . it gives folding 
doors that sure, silent, smooth action needed to delight 
the most discriminating home buyer or home owner. 
The new Har-Vey jamb hinge rigidly supports the 
door’s entire weight. The single top track serves only as 
a guide, assuring a lifetime of smooth, quiet and 
effortless operation. Look for the Har-Vey name 
stamped on metal parts . . . your assurance of superior 
quality. 


UNITS COME IN USEFUL HANDI-PAKS . . . one 
box to one opening . . . contains everything to com- 
plete the job. Har-Vey’s unique design pays a bonus to 
the user in fast, easy installation. Har-Vey Handi-Paks 
are easy to stock . . . cuts your inventory, handling 
and sales costs. Price—eminently reasonable (and with 
no compromise in quality) . . . Har-Vey “B” Line 
Slide-A-Fold Hardware comes in 6 sizes from 2’ door 
openings at $3.79 to 6’ openings at $8.79. Write for 
complete details now! 


look at the easy one man installation... 


MARK LOCATIONS MOUNT TRACK & JAMB HINGE ATTACH DOORTOHINGE ATTACH GUIDE HANGER ATTACH KNOBS 
















Write for Catalog H-12 
AMERICAN SCREEN PRODUCTS COMPANY 


World’s largest manufacturer of window screens 
General Offices: 61 E. NORTH AVENUE 


NORTH LAKE, ILLINOIS 
©1957 by American Screen Products Company 


io 
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1,800 people toured Illinois’ gots model home 

center on opening day. Here is the ultimate in home 

merchandising. 


Component Demonstration to Builders . 


Metropolitan yard invites city and suburban dealers 


to lunch—then, takes them to see actual erection of 
a Lu-Re-Co panelized house. 


"Building Headquarters" Sales Formula 
A Massachusetts dealer, who won AL's Home Mer- 


chandising Contest, tells how he sells materials 
packages for ‘'sweat-equity trade;"’ how he sells and 


builds custom-designed homes, either with his own 
crew or through contractors; how and why he de- 


veloped TownCrest sub-division; how he uses trade- 
in house plan in small city market. 

What REALLY Sells a House? . 
An inquiry into the use of model homes by dealers 
and contractors. 


Precutting for Builders by Dealer ....... 


One builder customer of California lumberyard 
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Steel-S P29 Farm Packages . 
io lumberyard discovers how to upgrade farm 
building sales—and how to make rural service pay 
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NEXT ISSUE: YOUR 1958 DEALER PRODUCT FILE— 


The No. | buyer's guide and product reference book for 


the lumber and building material retailer and wholesaler. 
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‘Easy stocking...fast 
uilders. We make real 











...8ays Tom Hickey, manager 


of Rivett Lumber Company 


in Omaha, Nebraska 
“Our experience with L. A. Thornton is typi- 


cal,” continues Mr. Hickey. “With Insulite 
we haven’t missed getting one of his orders in 


turnover...satisfied 
money with Insulite’ 


structural boards have extra strength, extra 
ease of sawing . . . and, as builder Thornton 
reports, Insulite saves 30% in labor as against 
wood sheathing. 


Here’s one more lumber dealer who knows 
—in dollars and cents—what a great cost cut- 
ter and business builder Insulite Sheathing 
can be. For full information write us, Insulite, 








7 years.”’ Builders find out quick that Insulite | Minneapolis 2, Minnesota. 


INSULITE 


sells easy...selis fast...stays sold 


 Insulite, made of hardy Northern wood—Insulite Division of Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 
INSULITE, GRAYLITE AND BILDORITE ARE REGISTERED T.4.°S.. U.S. PAT. OFF 








Fast turnover. Straight from the cab of a builder’s truck, Easy stocking. “Our overhead costs in stocking Insulite 
or through more conventional channels, builder orders keep are really low,” states Mr. Hickey. It’s clean . . . compact 
Insulite Sheathing moving through the yard. An example ... easy to unload, stack and ship . . . can be stored out- 
of how quick service helps quick turnover spel! success at doors in any weather . . . assures fast turnover . . . has no 
Rivett Lumber Company. waste . . . produces top profits. 


Satisfied customer. Builder L. A. Thornton (right) talks with Tom Hickey in the Rivett office. Bildrite and Graylite 
q Sheathing builds loyalty that brings customers back job after job . . . year after year. It’s this potent demand that helps 
bring builders in for the complete bill of materials. 











"Want more remodeling business ? 
This Ply Welsh Planning Kit" will get it!” 


en ee ee 











/ \ 7 
f Y 
. 
| Salesman: “Here's something you can really use in | 
| ashanti Salesman: “First she lays out her room on this scaled | 
Contractor: “Yeah... how? | graph. Then she selects the PlyWelsh Pre- | 
J Salesman: “Suppose you have a prospect who’s in- i finished paneling she likes from these scaled 
| terested in remodeling or adding a room. i panels”’. | 
j You just give her one of these PlyWelsh Contractor: “Say, they look like the real thing!” | 
“Planning Kits”. | 
\ 4 / 
le ee ee ee ee ee 4 Pies dees chi Gis Ri ae Geb ein een ele ew ee oe om” 
/ Se ee ‘\ 
i Y \ 
l 3 | 4 
| | 
| 
| ! | 
| | 
| | 
| Salesman: “She just ys the panels down onthe scaled | gatesman: “Right! She sells herself. you get the job, | 
| layout and she can tell exactly show many | and we sell you the “package”—everything | 
she'll need and how they'll look”’. | . , everything matches! Saves you | 
\ Contractor: “I get it. She sells herself!” \ money because it goes up so fast.” y, 
4 
Near? ee ee ih dh mitten, tinal ew” 
We don’t believe there’s a remodeling contractor (or a of all related items in the exclusive PlyWelsh Paneling 
do-it-yourself customer) in your area who won’t appreciate “Package”. 
the help you can give him with this unique PlyWelsh These PlyWelsh “Planning Kits” are available to all 
“Planning Kit”. PlyWelsh dealers. So why not write, wire, or call for the 
Of course, it means more business for you because each name of your nearest distributor today and start more 
job it brings him means not only a paneling sale, but a sale sales coming your way? 


FINISHED WITH BRUCE PATENTED PROCESS OUT-WEARS SURFACE FINISH 14 TIMES! 


Everything prefinished— 


“mvmon = PAVERS 


Write for the name of your nearest distributor. 
Manufactured exclusively by the Welsh PlyWood Corporation, Memphis, Tennessee 
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AMERICAN LUMBERMAN, JANUARY 6, 1958 


ROSY PREDICTIONS FOR HOME BUILDING. 


Continued favorable forecasts for new home building and remodeling are 
creating mixed reactions in the industry itself. The lumber dealer pumping 
along with the lowest inventories in years and facing tough competition is en- 
couraged, but still playing the old waiting game. 

Temptation to stock up is great however, especially on lumber and plywood. 
Some of the deals are terrific and hard to resist. In a sense every man must 
make his own decision, weighing the need for new homes around the yard area. 

Low prices are of little value where home building is saturated or where lay- 
offs are prevalent. 

Lumber mills say their prices are on the bottom and no further concessions 
are possible. We wonder! Weyerhaeuser, for example, dropped fir plywood to $68 
from the so-called *firm" price of $72. The only item we see increasing 
Steadily in price is cement—an industry with somewhat controlled production and 
limited competition. The average increase so far has been 5%. However one 
firm, Lone Star, has closed two plants because of filled bins. 








SMART POLICY AT HARDWARE CONVENTION. 


Consolidating several state conventions into one big show and conference 
booths for wholesalers, are just two cf the ideas to be tried next fall at 
Chicago. Combined will be the Illinois, Indiana, Michigan and Wisconsin hard- 
ware shows. 

Wholesaler conference booths will be set up at the show. While wholesalers 
will not exhibit merchandise, they will have the opportunity to explain merchan- 
dising and service programs directly to the retailer. Incidentally, we hear 
one big wholesaler is well along on his program to set up his own retail stores. 











HOW SOME CUSTOMERS CUT YOUR PROFITS. 


In reviewing his list of customers, a lumber dealer recently told us that 
he estimated he did business with at least 45% of them at a loss. He detailed 
the heavy costs incurred in handling small accounts, ones that were slow 
pay, etc. 

Rather than just letting this situation drift he planned positive steps to 
actually discourage customers falling in the unprofitable bracket. For one 
thing, no book accounts will be taken unless monthly billing runs over $25. 
Delivery of small items will be charged for henceforth. The long list of prac- 
tical adjustments will run shortly in American Lumberman. 

Our contribution for this yard was a suggestion to eliminate much paper- 
work on handling small transactions. Their present system gave valuable infor- 
mation for inventory control but this was cancelled out by high bookkeeping 
cost and annoying customer delays. 














JANUARY—GOOD TIME FOR WAREHOUSE SALE. 


In a year's time the average yard piles up a considerable amount of mer- 
chandise which must be reduced in price for a sale. These items eventually 
gather dust on lower shelves or in the darkened corner of the warehouse. 

Here's a quick means to raise cash and at the same time build traffic in the 
store. It's easy enough—just go through the stock for slow-movers, price 
them realistically and then give them a display spot. We suggest the warehouse 
or shed because it's a good atmosphere for a sale. Dealers also use the store— 
either grouping the specials or placing them about the showroom for customer 
exposure to other products carrying a full markup. 

It's no secret that good merchandisers usually ring in items purchased 
especially for such a sale. There are a lot of fine buys on tools, for example, 


floating around right now. 





BUILDING PRODUCTS MERCHANDISER 9 











AMERICAN 
LUMBERMAN | 


nen 
Cash & Carry Competition Spreads 


Dealers upset at cut-rate retail prices on brand names. 


A “discount revolution” of sizable 
proportions may be shaping up as the 
most vexing distribution problem of 
the year for lumber and building ma- 
terial dealers, wholesalers and manu- 
facturers. 

Disrupting the market in the mid- 
west and now in the south are the 
cash-and-carry retail yards, which 
are selling in some cases to contrac- 
tors and consumers at prices below 
wholesale costs. 

Also, certain lumberyards located at 
stockyards are expanding business on a 
price basis, much of it cash-and-carry. 

New marketing studies made by 
American Lumberman in southwest- 
ern Michigan show that independent 
cash-and-carry yards at Benton Har- 
bor and at Union Pier are vying for 
contrector and farmer business with 
the giant Wickes cash-and-carry out- 
let near Kalamazoo, 50 miles to the 
east. As a result, dozens of country- 
town lumber dealers in the area have 
been severely hurt. This situation is 
typical of many areas today. 


Below jobber price. In both Michigan 
and Ohio. dealers are protesting that 
retail prices of materials at Wickes and 
some other cash yards are below pre- 
vailing wholesale lists. 

For example, Orville Johnson, a 
dealer in Arlington, Ohio, submitted 
price lists of a wholesaler in Lima, 
Ohio, and retail lists of the Wickes 
Lumber Co. branch near Springfield, 
Ohio, showing the lower prices ob- 
tainable at Wickes. 

This pricing puzzle points up the 
truth of a statement made by a 
Wickes Lumber manager in Amer- 
ican Lumberman’s October 14 market- 
ing study that many of his customers 
were retail dealers. 

At a regional meeting in Dowagiac, 
Mich., sponsored by the Michigan Re- 
tail Lumber Dealer’s Association, deal- 
ers from Kalamazoo, Mich., told 
American Lumberman that they were 
not too affected by cash-and-carry 
competition despite the fact that one 
of the big Wickes yards is in their 
backyard. The Kalamazoo dealers ap- 
parently have put aggressive sales 
and service tactics to work during the 
past few years so that the bulk of 
business at the Kalamazoo cash-and- 
carry operations comes from more 
distant localities. 

The situation in Kalamazoo con- 
firms the points made by Art Hood 


10 





Service-less Retailers 
Have Tough Sledding 


The highest failure 
am retailers, according to 

Dun & Bradstreet, are infants’ 
and children’s wear, women’s 
ready-to-wear, 
furn: and 


por ho do not generall 
w y 
provide a personalized service to 
supplement their merchandise. 











in the editorial, “Who’s Afraid of the 
Big Bad Wolf” and also documented 
for Michigan dealers at the Dowagiac 
meeting by Wesley Wise, managing 
editor of American Lumberman. Wise 
explained the continuing market study 
being made by this magazine and 
further explained how dealers were 
meeting cash-and-carry competition 
through packaged selling, construc- 
tion business, financing service, com- 
ponent fabrication and aggressive 
promotion through retail displays. 

Packed prices. One dealer in Michi- 
gan is reported to have switched to 
a “packed price” policy, similar to 
that used by certain automobile deal- 
ers in recent years. The retail price 
is raised above prevailing market lev- 
els, followed by a whopping 15% dis- 
count for cash. The theory here is 
that the incentive of such a big dis- 
count will blind the customer from 
comparing the deailer’s list with prices 
at competing yards. 

“Deals."" Recent studies indicate 
that many small, independent cash- 
and-carry operations in Michigan and 
elsewhere are selling materials on the 
same price level as the giant Wickes 
eash organization. This has led to 
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some speculation among dealers that 
certain manufacturers and wholesal- 
ers are making short-margin “deals” 
to these yards. 


Millwork price breakdown. The real 
bone of contention is centered around 
branded millwork, sold at near-whole- 
sale cost to retail customers of C&C 


In answer to inquiries by A. L., a 
leading millwork manufacturer states 
that cash-and-carry yards are sold at 
the discretion of distributors, not di- 
rect from the factory. As one millwork 
sales manager said: “You cannot dis- 
criminate between one type of retailer 
or another.” A volume retailer can 
of course buy cars of windows at the 
established dealer car price, which is 
usually a published and recognized 
volume price. 

According to a leading sash and 
door jobber, special price considera- 
tions are being made by distributors 
to C&C volume buyers—but, he em- 
phasizes, the same considerations are 
available to conventional yards on a 
volume basis. The jobber was making 
reference to dealer cooperative buying 
groups which purchase millwork on 
a pool-car setup. 

“The trouble is,” comments this 
wholesaler, “the average dealer has 
traditionally received an abnormally 
high markup on millwork, which has 
let the door open for price-cutting as 
competition gets rough.” 


Franchised C&C. The cash-and-carry 
system is invading the southeast, ac- 
cording to recent reports. The larg- 
est cash-and-carry company, Lowe’s, 
is offering a franchised or “associate” 
plan to conventional dealers. This is 
apparently a cooperative plan where- 
by a dealer can display the name- 
plate “Lowe Associate.” 
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The Price Battle: C&C vs. Jobber 

The following price shows difference between Wickes Lumber Co. cash-and- 
carry retail lists and a nearby wholesaler's list. (Comparisons are identical except a 2% cash 
discount to the dealer from the wholesaler.) 


comparison 


#1 Douglas Fir framing .................... 
ne yNy WIN G5 oh cae - ou sates 


Pagers 


iE . sheathing 
25/32 select red rok SR Caer ca 
Galvanized roof shingle nails ............... 


Cac Y Wholesaler 
(Customers’ Truck) (Customers' Truck) 
<aaehns $ 11.00 $ 12.70 
REE ae 7.00 8.10 
baer ce 22.50 25.80 
SERS 13.50 14.70 
NSE CGR 187.50 211.65 
ieeeere 16.00 17.81 
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BETTER BASE FOR BETTER FLOORS 





WEYERHAEUSER 4-SQUARE PARTICLE BOARD 


UNDERLAY MENT 


Upstarrs . . . downstairs . . . all through the house. . . 
Weyerhaeuser 4-Square Particle Board, when used as a 
floor underlayment, smooths out the cracks and other 
imperfections found in both new and old subfloors. Helps 
to reduce sound and heat transmission. It’s resilient, too. 
Because it is made from wood, it can be cut and fitted 
with regular woodworking tools. It is designed for use on 
wood frame subflooring in any room above ground level, 
including the attic shown above. 

Whether your surfacing material is tile, linoleum, cork 
or carpeting, 4-Square Particle Board Underlayment can 
be laid directly over subfloor or old floor for a fraction of 
the cost of a finished flooring base. 

Standard Panel sizes are 4’x8’, 4’x4’, or 4x2’. Can be 
ordered from warehouse stocks of Distributors or in mixed 
car shipments with other lumber products. 


Weyerhaeuser offers Hardboards, too... to meet a 
wide range of needs. Write for descriptive literature. 


Weyerhaeuser Sales Company 


TRADE PROMOTION DEPARTMENT 
First National Bank Building °¢ St. Paul 1, Minnesota 





LOOK AT THESE 
SALES FEATURES 





Jf Uniform smooth sanded 
surfaces 


J/ Range of thicknesses to fit 
floor level requirements 


/ Can be cut and fitted with 
carpenter tools 





Jf Strong surface bond for 
adhesive installations 
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“Full Steam” Production for 58 


New plants, expanded capacity for key material firms. 


A note of optimism is heard amidst 
the general gloom of the building in- 
dustry as kingpin manufacturers of 
building materials and products an- 
nounce a wave of plant expansions. 


For example, the first insulating 
board plant in Ontario has started 
whirring away by Johns-Manville 
Corp. Located on a 150-acre tract 
near North Bay, the new plant has 
ah annual production capacity of 75 
million square feet. It is the newest 
project in J-M’s continuing expan- 
sion program in Canada on which 
$65 million has been spent to date. 


The expansion fever is not confined 
te Johns-Manville. Other significant 
developments: 


@ The recent opening of Flintkote’s 
new multi-million-dollar gypsum prod- 
ucts plant in Sweetwater, Texas, 
marked the entry of the New York 
City firm into the gypsum business as 
well as its first plant investment in 
Texas. Situated about three miles 
east of Sweetwater, the plant has 
115,000 square feet of floor space. 
Later, Flintkote will open a new 
building materials plant at Ennis, 
Tex. 


@ Production capacity of the Potts- 
ville, Penna., plant of the door and 
door frame division of Aetna Steel 
Products Corp., has been increased 
by 30%, enabling the company to 
step up delivery dates, reports vice- 
president Herman Meltzer. 


@ Reynolds Aluminum Supply Co., 
Atlanta, Ga., has purchased land and 
plans to erect a 70,000 square foot 
warehouse and office building in Lou- 
isville, Ky. The new building, 341’ in 
length, will include office space for 
35 employes, a large display sample 
room and warehouse space for alum- 
inum mill products, aluminum build- 
ing products and many other mate- 
rials for builders and metal fabri- 
cators. 


® Since 1947, expansion of the Adel- 
phi Paint & Color Works, Inc., Ozone 
Park, N. Y., has been accelerated un- 
der the leadership of Benjamin Ein- 
horn, son of the founder. A substan- 
tial expansion of the plant is now 
underway and construction is expect- 
ed to reach completion by Feb. 1. 


12 


e Plans for a new multi-million-dol- 
lar gypsum products, plant to be 
built at Galena Park, Tex., a suburb 
of Houston, are announced by U. S. 
Gypsum Co., Chicago. “The new gyp- 
sum plant will be our fourth in Texas 
and will provide a particularly stra- 
tegic location to serve the Texas gulf 
coast market,” says C. H. Shaver, 
chairman of the board. 


(Begins on page 10) 





AN OPEN HOUSE attracted 10,000 vis- 
itors to the newly expanded Hempstead, 
Md., plant of The Black and Decker Mfg. 
Co. This latest addition doubled the size 
of the electric tool plant so that it now 
covers an area of I! acres under one roof. 





Big Advances in Screening 


New methods and new plants; production increased. 


Marking the first major advance in 
the weaving of insect wire screening 
since 1889, a battery of 40 new leoms 
has been put into operation by the 
New York Wire Cloth Co. at its plant 
in York, Penna. They are radically 
different in design from the old shut- 
tle and bobbin used to weave cloth 
since primitive times. 

“We expect each of the new looms 
to turn out 50% or more feet of 
screening per day than a loom of the 
conventional type,” says president 
Louis D. Root, Jr., who directed the 
team that developed this improved 
process in wire cloth weaving. 

“A new method perfected in this 
loom for feeding in the filler wire will 
greatly improve the uniformity of 
mesh and overall appearance and 
quality of the finished screening,” 
Root adds. 





ANDING of bobbin is eliminated in the 
0 new wire weaving looms now in opera- 
tion at New York Wire Cloth Company's 
plant in York, Penna. The fill wire is fed 
directly from the large spool as it is tak- 
en from the drawing mill. 


Fiberglass newcomer. By weaving 
strands of glass together the Cyclone 
Fence Dept. of U. S. Steel’s American 
Steel and Wire Div. has entered a 
new field of manufacturing. The Cy- 
clone plant, located at Greensburg, 
Ind., is the first steel products plant 
to produce fiberglass screening. 

The yard or “fill” is wound onto 
bobbins or wooden “quills,” which 
constitute the “woof” or horizontal 
thread. Each quill holds approximate- 
ly 600’ of yarn. From 12,000’ to 13,000’ 
of yarn are rewound from the spools 
onto drums or “beams,” which con- 
stitute the “warp” or vertical threads. 
An operator must thread the loom 
with as many as 864 single strands 
from the beam for a 48” wide screen- 
ing. The plant is presently making 
fiberglass screening in all standard 
widths. 





WEAVING of new fiberglass screening at 
U. S. Steel's Cyclone Fence plant in 
Greensburg, Ind., on a loom with a fly- 
ing shuttle. The shuttle, which carries 
the “quills” (right), crosses back and 
forth between vertical threads. 
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Plastics Panels Standards 


Homeowners who want to put a 
plastic roof over a patio or use the 
material for a fence around a play 
yard now have a quality guide. To 
make identification quick and assured, 
seals (like General Purpose Type I 
pictured above) have been developed 
for use only on panels meeting the 
standard. 

Both performance and appearance 
are considered in these commercial 
standards, which were developed joint- 
ly by The Society of the Plastics In- 
dustry’s Fiberglass Reinforced Panel 
Council and the U. S. Dept. of Com- 
merce. 
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Plastic Spikes in Lumbering 

Windows that function as regular 
windows in the daytime, and as sources 
of lighting at night may be in general 
use by 1960, according to Westing- 
house. The development is tied to a 
new glass with transparent phosphors 
sandwiched between two sheets of 
glass having an electrical conducting 
coating. 

During the day, this glass would be 
transparent from either side, and when 
electricity is applied at night the trans- 
parent phosphor would emit light. 


Win a Kit for Hanging Doors 

Test your knowledge at the Stanley 
Hardware booths Nos. 441 to 443 at 
the NAHB Show, Chicago, Jan. 19-23, 
and you may win a kit complete with 
power equipment and accessories for 
hanging doors easier and faster. 

The contest, sponsored by The Stan- 
ley Works, New Britain, Conn., is 
open only to dealers, home builders 
and their employes, who must guess 
the exact number of Stanley products 
used to construct a model house in 
Connecticut, products that remain a 
part of that house, or are attached to 
it. Five kits, valued at $145 each, will 
be given away. There will be a new 
contest each day for the five days of 
the show. 


Stockholders Approve 

Approval of a merger of J. S. Thorn 
Co., Philadelphia, with Fenestra, Inc., 
Detroit, was voted during a special 
meeting of the latter’s shareholders. 
Albert L. Doering, formerly president 
of Thorn, becomes a vice-president of 
Fenestra, Inc. 
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Green Thumb Merchandiser 
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PROVED! 


The amazingly successful way fo sell 
top-profit lawn and garden tools 








Thousands of dealers report that 
this Green Thumb Island Merchan- SPECIALLY PRICED OFFER 
Goer: tas sod ee me sv Above No. TI-72 Merchandiser 
tools than anything they've ever shipped direct from factory, 
used. Displays a complete self - freight prepaid, with balanced 
service selection of the most popu- stock of 6 dozen best-selling 
lar standard garden tools in small Green Thumb tools as shown 
(2% x 4 ft.) space, in an up-front — 4 doz. long handle, 2 doz. 
or outside location. small. Order from your Green 
Thumb wholesaler now, be 
THE UNION FORK & HOE COMPANY ready for first Spring rush. 
Columbus 15, Ohio 
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1957 Home Building Short of Million 


Almost 10% drop from 1956, according to latest reports. 


Actual private home building for 
1957 will fall short of the million mark, 
according to the Commerce and Labor 
Departments. While the rate in the 
past seven months has been improving, 
the lower volume of starts last spring 
held down the final total. The year is 
expected to end with about 975,000 
homes, down 10% from 1956. 

Some 75,700 private homes and 
apartments were begun last November. 
By way of comparison, the total for 
November, 1956 was 77,000, showing 
the returning strength of new home 
building. The November starts com- 
pared favorably with the same month 
for the last seven years. Only in 1954 
was the November total much higher. 

Most of -the experts predict a 1958 
housing volume of more than.1 million 
starts, with a corresponding rise in 
home improvement sales. Prospects 


e Appointment of Jack D. Sparks to 
the position of director, marketing, 
RCA Whirlpool home appliances and 
Estate ranges, is announced by Whirl- 
pool Corp., St. Joseph, Mich. 


e Arthur G. Whyte, Jr., has been ap- 
pointed general sales manager of Capi- 
tol Products Corp., Mechanicsburg, 
Penna. 


e A.J. Watt, vice- 
president, mer- 
chandising, U. S. 
Gypsum Co., Chi- 
cago, was elected 
president of the 
Hardboard Asso- 
ciation at its an- 
nual meeting in 
Chicago. 





Watt 


e Thomas H. Dermody has been elected 
vice-president and comptroller of the 
Ruberoid Co., New York City ... John 
Lang, who was general sales manager, 
has been appointed general merchan- 
dising manager, a newly-created post. 
. . « Frederick K. Sweeney becomes 
Ruberoid’s general sales manager. 


eG. L. Oswald, manager, Insulation 
Board Products, Simpson Logging Co., 





for an increase in housing activity 
gained strength two weeks ago when 
the President released $177 million in 








Government funds for military hous- 
ing, urban renewal and cooperative 
housing. In these categories, however, 
dealers will find stiff competition from 
factory prefabbers and from the old 
bugaboo—by-passing. 

Fannie Mae can make advance com- 
mitments to buy military dwelling 
mortgages under the Capehart act. 








ne 


FOR MONTGOMERY ALA.—Artist’s sketch shows 








REMODELED SHOPPING 

plans of Thames Lumber & Manufacturing Co., situated at crossroads of Montgomery's 

greatest residential growth area, which will provide for increased packaged merchandising. 

corre will supplement the firm's ultra-modern warehousing and shipping facilities. 
i are third-generation lumber merchants. Remodeling plans by James N. Linden- 

berger, Chicago architect and consultant to American Lumberman. 





Seattle, was elected president, Insula- 
tion Board Institute, at the recent an- 
nual meeting in Chicago. 


e Marsh & Truman Lumber Co., Chi- 
cago, has elected George L. Fairbairn 
as its president. Born in Scotland in 
1906, Fairbairn came to this country 
in 1912 and joined Marsh & Truman in 
1923 at the age of 17. He has worked 
in every department of the company. 


e Clay Blackstock, Lumber Supply & 
Warehouse Co., Seattle, was elected 
to the board of directors, National 
Building Materials Distributors Assn., 
at its annual convention in Chicago. 


e Arthur A. Hood, chairman, editorial 
board, American Lumberman, will 
guide the business program of the 
Southwestern Lumbermen’s Associa- 
tion’s 70th annual convention to be 
held in Kansas City, Mo., Januar; 
27-28-29. 


e A. J. Gerrard & Co., Melrose Park, 
Ill., announces the appointment of 
Ralph R. Wyckoff to the position of 
sales promotion manager. 


e Douglas Fir Plywood Assn., Tacoma, 
Wash., has named Stanley A. Taylor as 
its field promotion director. 


e President Harry G. Uhl, Timber En- 
gineering Co., Washington, D. C., has 
retired after 37 years’ service .. . 
Chas. H. Ingram, executive vice-presi- 
dent, Weyerhaeuser Timber Co., Ta- 
coma, Wash., retired Jan. 1, but will 
continue to serve on the company’s 
executive committee and board of di- 
rectors. 


e Lumberman Lawrence J. Fitzpatrick, 
Madison, Wis., is frequently being 
mentioned as a candidate for the Re- 
publican nomination for U. S. Senator 
in 1958. 


e W. F. (Bill) Stewart, vice-president 
in charge of sales, Pack River Tree 
Farm Products, Spokane, Wash., re- 
tired Jan. 1. Thomas S. Porter, who 
has been general sales manager, is 
succeeding Stewart. 


e As new commodity manager of built- 
up roofing for Bird & Son, Inc., East 
Walpole, Mass., E. L. Lincoln will have 
charge of promotion and development 
of all aspects of built-up roof require- 
ments. 


e President Bert Stone, Stone Lumber 
Co., Nampa, Ida., is serving as a dis- 
trict governor of Rotary International 
for the 1957-58 fiscal year. 
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Adopt Grade Stamping 

Two counties in northern Cali- 
fornia, Monterey and Santa Clara, 
have adopted ordinances requiring 
grade-stamped lumber. Monterey 
county adopted grade stamping as an 
amendment to the Uniform Building 
Code and dealers reportedly have en- 
countered no difficulty in purchasing 
grade-stamped lumber in all grades. 

The Santa Clara county ordinance 
went into effect with the support of 
most of the dealers in the county, who 
report no difficulty in ordering all 
grades stamped from the mills. Deal- 
ers in Santa Clara are now raising 
a fund with which to tell the public 
the advantages of grade-stamped 
lumber and they are contributing 
about $50 each for an advertising 
agency campaign, which will include 
news releases to radio, TV and news- 
papers. 


K & Z Rebuilds 


The complete rebuilding of its main 
siding plant in South Greensburg, 
Penna., offered K & Z Mig. Co. the op- 
portunity to put into effect many in- 
novations in the production of its alu- 
minum Keystone siding. A new, mod- 
ern building, located on 63 acres in 
Derry, Penna., replaces the former 
plant and offices, which were complete- 
ly destroyed in an $850,000 blaze. 


New Glass for Windows 

General Electric has announced that 
plastic spikes made from a new prod- 
uct called “Lexan” are being used ex- 
perimentally at a west coast mill. The 
spikes are about 4%” in diameter and 
pointed with a pencil sharpener. They 
ean be driven home with an ordinary 
hammer. The spikes fasten logs to- 
gether for the trip downstream te the 
sawmill and eliminate the problem of 
damaged saw blades at the mill. 








NAME CHANGE becomes official as 
president Frank S. Barker, Shakertown 
Corp., receives his new company name 
from a lady dressed in the traditional cos- 
tume of The Shakers. Formerly known as 
The Perma Products Co., the corporation, 
which manufactures Shakertown Glumac 
Units, will continue its plant operations 


in Winlock, Wash., with general sales of- 
fices in Cleveland, Ohio. 
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Many other types of 
strips also available 


Another forward step 
by Allmetal! 


ALLWEATHER 
Balance Strips 


formed fron 
ALLMETALITE 


CANODIZED) 


Aluminum Alloy 


ALLMETALITE (ANODIZED) aluminum alloy is 
another factor in Allmetal’s march toward maintain- 
ing and improving the quality of its —— Quality 
that is vitally important to you and your customers. 
This special electro chemical process develops on 
the aluminum alloy surface a pre-hardened _ pre- 
oxidized coati t will not chip, peel or blister. 
Finally the oxide coating, poses, Bee srg is sealed in 
by a special lubricant. The combination of aluminum 
oxide and special lubricant pat a strip that is free 
from discoloration, stain and surface blemish. And the 
silver sheen surface will never change or lose its lustre. 
In addition—ALLWEATHER Balance Strip is free 
from the stain of blackoff, the hazard of salt spray and 
is resistant to abrasion from windblown sand. Bal- 
ance strips formed from ALLMETALITE aluminum 
alloy function faultlessly, minimize friction and en- 
hance the a of the windows on which they 
are installed. Additional information on ey gee 
formed from ALLMETALITE aluminum alloy, 
be sent immediately upon request. 
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SO 


Resists the onslaught of 


Resists abrasion 
from windblown salt spray. 
dirt, woter. sond. 


Draperies are 
free from dust, 


LUMBER DEALERS 
Ask Your Jobber for Window Units 
Equipped with ALLMETALITE 


MILLWORK JOBBERS 
Call or Write for Details 











ALLILUME TA LL 


WEATHERSTRIP COMPANY 
2243 NORTH KNOX AVENUE 
CHICAGO 39, ILLINOIS 

Name “ALLMETAL'* Registered U.S, Patent Office 
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IN THE NYLON 
CORD BUSINESS 


© The Easy Way 

® The Low Inventory Way 
®@ The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


, 


CORDAGE 
John H. Graham & Co. Inc. 


105 Duane St., New York 8, N. Y. 
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GUIDING BRICK 
PANEL into place, 
workmen make use 
of a hoist with a 
vacuum device to 
speed their work. 
Hoist picks panels 
from trailer load. 





You May Be Handling Load-Bearing 
Pre-fab Brick Panels Soon 


Advantages of prefab construc- 
tion soon may be available to the 
seven lumber dealers in every 10 
who handle brick. Recently at Gen- 
eva, Ill., five men completely erected 
1,200 square feet of brick wall in a 
new house, making this speed record 
through the use of a new precast 
load-bearing brick panel. 

The panel is the development of 
the Structural Clay Products Re- 
search Foundation. It is known as 
the “SCR building panel”. Each 
panel is made of 36 Norman brick in 
stack bond, and is 1’x8%’ in size, 
21,” thick, weighs 200 pounds. 

A hoist was used on the job to set 
the panels. Horizontal steel angles 
form bottom and top sill plates. A 
single bolt fastens each panel end 
to the sill. 

With all panels in place, the roof 
trusses of the Geneva, IIl., house 
were placed at once. Then the in- 
terior vertical joints between panels 
were pressure-grouted and the wall 
furred and finished in the usual way. 

“Total site erection cost for the 
brick wall was less than 30¢ per 
square foot, including mortaring,” 
said Robert B. Taylor, director of 
the Foundation. 


Bricks are held together in the © 


panels by two 3%” steel reinforcing 
bars plus a steel bolting channel, all 
set in mortar at the prefab plant. 





ENDS OF THE PANELS are bolted to 
slotted steel sill plates at top and bot- 
tom. Then the vertical points are pressure 
grouted with mortar. 





Hotpoint Reorganizes 

All distribution, sales, merchandis- 
ing and advertising functions of Hot- 
point’s complete line of appliances and 
television now are integrated in a new 
sales and distribution department, di- 
rected by John F. McDaniel, the de- 
partment’s general manager. 

McDaniel reports that the Chicag 
firm is launching the most intensi: 
drive in its history to build and 
strengthen its dealer organization and 
that Hotpoint soon will announce new 
policies outlining a far-reaching pla’ 
of action embracing quality contro) 
franchise, pricing, product service a 
distribution. 
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TACOMA—The lumber market con- 
tinues weak. There is but little de- 
mand, a situation attributed both to 
the general slackening in building 
and the fact that retailers are in- 
clined to hold their inventories to a 
minimum until after the first of the 
year for tax purposes. 

Partly for these reasons, mill and 
camp shutdowns for the Christmas- 
New Year holidays will be longer 
than usual for most. Indicating the 
trend, Weyerhaeuser Timber Co. 
headquarters here announced re- 
cently that all of the company’s 
operations will suspend production 
for about a week in most cases. 

In December, Weyerhaeuser an- 
nounced a $4 cut to $68 per thou- 
sand square feet in the price of 
Douglas fir plywood. A company 
spokesman said the cut was being 
made to reduce its heavy inventory, 
after which it will go back to the 
$72 price. 


KANSAS CITY—Retailers who 
expect to buy lumber at lower prices 
between now and the end of the year 
may be disappointed because many 
mills intend to hold the price lines 
of recent months, notwithstanding 
the fact that volume has slowed to 
a trickle and the inventory-taking 
period is at hand. The only area in 
which supply prices are soft is in 
yellow pine finish, which is in large 
supply. 

No. 2 kiln-dried boards, 1x6, are 
bringing $81 to $83 a thousand and 
1x8’s are going at $85. The quota- 
tions on air-dried are about $2 a 
thousand less than kiln-dried. On 
dimension, the general price level 
for 2x4’s in 16’ lengths is $90, with 
2x6’s at $88 to $90; 2x8’s at $88 and 
2x10’s at $95. 


SAN FRANCISCO—The northern 
California lumber industry has been 
encouraged by mill closures which 
have slowed production, thus tend- 
ing to strengthen the market, al- 
though prices remain weak. 

Most of the retail yards in the 
area are attempting to keep their 
inventories low and this effort has 
been aided by a “substantial lack 
of buying” according to spokesmen 
for the industry. 





-——~LUMBER PRICES——; 


LumBeRMAN REPRINTS 
Pa See CO ee 


Here is a list of American Lumberman editorial reprints available at 


10¢ 


each. Please order by number—using the convenient coupon below. 


Inasmuch as no reprints are sent C.O.D., please enclose the exact 
amount in coin or check. 

















Weyerhaeuser Estate 


Totaling over $11 million, an ap- 
praisal of the estate of the late J. P. 
Weyerhaeuser, Jr., was recently made. 
As filed with the county clerk in Ta- 
coma, Wash., headquarters of the 
Weyerhaeuser lumber empire, by the 
Seattle attorneys for the estate, it 
totaled $11,348,563.388. Mr. Weyer- 
haeuser died near the close of 1956. 
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101 There’s No Distribution Santa Claus!—by Art Hood 
Production of building materials by-passing lumber dealers 
RRR IPR ep ar Sar May 2, 1955 
102 The ABC’s of Personal Progress—by Art Hood 
A time-tested prescription for getting ahead..... February 11, 1952 
103 Spring Examination for Sales Executives—by Art Hood 
20 capacities of a sales executive headed for top 
WE ss on can cinscechundebescmaounel May 30, 1955 
104 Why Are Lumber Mark-ups so Low?—by Art Hood 
No one sells lumber but lumbermen .............4+. July 11, 1955 
105 20 Ways to Keep Customers Away from Chiselers—by Art Hood 
Careful planning and organization can meet 
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106 Twenty Things to Do Before Cutting a Price—by Art Hood 
Management techniques for competitive 
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107 The Great Specifier—by Art Hood 
The lumber dealer is the final arbiter of brand and 
Se IE. cic as ba a ken cscs ames tease Sept. 19, 1955 
108 A New Look at Inventory Policy—by Art Hood 
14 ideas on determining monthly profits ............ Dec. 26, 1955 
109 Where Do You Stand on House Bill Markups?—by Art Hood 
With shrinking gross margins, markups must 
MO NEES Oi se chee’ tee Vecee bene takedunes May 14, 1956 
110 Too Many Retailers—Not Enough Consumer Salesmen!—by Art Hood 
Why you should have additional consumer salesmen.March 22, 1954 
111 Trends in Salesmen’s Compensation—by Art Hood 
Results of survey on compensation and profit 
MI ONE: Ba. 5 ESTER eet Soothe cckieehes August 6 1956 
413 What is Your Public Relations I.Q.?—by Art Hood 
Not how good you are but how good people 
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114 Never Underestimate the Power of the Women—by Art Hood 
How to attract and serve women customers....... October 18, 1954 
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‘ve ayy -— PERSONAL EDITORIAL MESSAGE FROM THE PUBLISHER -————— 


TEAM OF EXPERTS 





Gordon J. Richard 





Arthur A. Hood Wesley Wise Ruth Lundahl George 
Chairman, Lawler Douglass Managing Editor Johnson Associate Editor Van Zevern 
Editorial Board Editor Executive Editor Associate Editor Prod. Editor 


Dexter W. 


This team is right now asking the questions, writing the 


answers that can help solve your competitive problems. 


On October 14, 1957, an exclusive field study ieeseres 
in this magazine under the headline, “What Happens 
When a Cash-and-Carry Giant Enters Your Market.” 
This report was accompanied by a provocative edi- 
torial from Art Hood, titled “Who’s Afraid of the Big 
Bad Wolf?” 

You probably recall the report. It was thorough and 
objective—an enlightening study of a fast-rising phe- 
nomenon in our industry, which never before had been 
documented. I remember that when a wholesaler friend 
of mine heard about the work in progress, he said, 
“You can’t publish facts on cash-and-carry ; you won’t 
get people to talk and it’s too hot to handle.” 

Well, the American Lumberman team did get people 
to talk. The result was “hot” all right—the applause 
and appreciation to that article continues to reverb- 
erate today, four months later, as the editors speak 
on the subject at dealer meetings throughout the 
country. 

The fact is that the cash-and-carry report repre- 
sented a “new look” in the industry’s business paper 
editing. For the first time in this industry subjects of 
fundamental importance in the changing distribution 

icture are being documented and interpreted—prob- 
ems which deserve to be brought into the open for 
industry discussion. 

You have in this issue one result of the ”new look” 
in the form of the new “What’s Happening” section 
starting on page 10. The leading report in that section, 
based on follow-up studies of discount operations by 


dealers, is an example of the type of superior editorial 
work, which you will find exclusively in American 
Lumberman. As another example of our pioneering 
formula you will soor see the results of an exhaustive 
study of cooperative buying among dealers. Also sched- 
uled are penetrating articles on how wholesalers are 
pioneering new merchandising and other servies to 
keep retailers competitive. 

The team which is producing these articles is pic- 
tured above. This team consists of first-class writers 
and editors—but more important, these same editors 
are men who know your business. 

Members of this cohesive team represent over 150 
years of serving lumber and buiidiuig material dealers, 
many of those years as educators, retail analysts and 
consultants. Only a team of this stature and experience 
can ask the right questions and interpret the answers 
on subjects so intimately connected with your business. 

Since you are a business man such as I, and certainly 
take pride in your own outstanding business people, I 
am sure that you will appreciate my own keen pride in 
this editorial team. The American Lumberman team 
is singularly equipped to give you depth reporting and 
guidance on basic industry problems of the day. 

To help this team break open new frontiers in 
business journalism I urge you to give them your 
cooperation and volunteer your own opinions and facts 
on distribution problems. 

Our plans for 1958 cover all phases of your business. 
Detailed reports, for example, will appear on com- 
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James 
Lindenberger 
Architectural 

Consultant 


W. J. Auburn, Jr. 


W. G. Simpson 





Home Market Research 
Improvement Editor 
Editor 
Paul Ergang 
Merchandising 
Consultant 


ponent fabrication, land development, new home sales 
by dealers. These will appear in a regular section 
called the American Lumberman “Building Business.” 
In this connection, the feature articles in this issue, 
starting on page 20, comprise a valuable guide of dealer 
activity in the new construction markets. 

Still another 1958 advancement will be a useful 
series of “Remodeling Packages of the Month,” which 
will show you how to organize your home modernization 
business for maximum sales. 

Also, a new practical series will be “Display in 
Action” articles. Here the editors will take full advan- 
tage of the talented merchandising and architectural 
experts who serve as our editorial consultants in these 
fields. New ideas for every department in your store 
will be featured. 

These attractions will be in addition to your regular 
editorial services such as the Newscast: our more fre- 
quent coverage of new products, new literature and 
sales aids; mechanical handling and warehousing trends 
and ideas; dealer sales successes; contractor sales ar- 
ticles, ete. 

* * * 

You may think that this American Lumberman edi- 
torial team is on my payroll, and it is. But, actually, 
the team works for you. You get the resuits every other 
Monday—twice as frequently as any other lumber and 
material dealer magazine. 

This coming year our team of experts will be working 
harder than ever for you. 


HERBERT A. VANCE 
Publisher 


American Lumberman & 
Building Products 
Merchandiser 
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FORTEX 


BUCKETS ang PAILS 






- LIGHTWEIGHT 
- INDESTRUCTIBLE 
“. PLIABLE 






* PROFITABLE 





ALL THESE 
FEATURES! 


Can‘t dent, break, leak, 
rust, crack, dinge! 














Won't scratch wood, paint, 
metal, porcelain. No slip or 
slide. Noiseless! 











Resists acid, sea water, soap, 
" grease, alkali corrosion. Mold- 






proof! 










Not affected by cement, lime, 
plaster, paint, chemicals, in- 
secticides, sprays, disinfectants, 
preservatives. Overnight sedi- 
ments loosen quickly—without 









damage! 










Graduated for measuring mixes 
and liquids! 










No sharp edges to hurt ani- 
mals, Easy to clean. 






No more ruined pails! With 
Fortex pliable buckets and pails, 
cement loosens with just a tap 
of the hammer. More and more 
construction men are asking for 
them ... be first to feature Fortex 
in your area! 






Extreme heat and cold will not 
harm. 






Fully guaranteed! 





Heavy Duty Bucket—12 gt.—black. 


Standard Pail—10 qt.—black 
Farm Tub Feed Trough—6'2 gal.—black. 














| CAUCHOTEX INDUSTRIES, INC. WHOLESALER 
44 Whitehall St., New York 4, N. Y. 


A few territories 
are still open. 
Write for Fortex facts. | 





Please send me Fortex literature and prices. | 


| 
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| MIRE 1 seis <= 0s casey psos arth cya octaves cngpoarncnd bostpeotganeets 
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Circle No. 10 on Coupon, page 50 
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SPECIAL STAFF REPORT 


How Dealers Sell New Construction Markets 





Why dealers are worried . . . 


Here Are the Dealer Problems 


Involving Loss of New Building Markets 


—In a small midwest town, a dealer usually supplied from 10 to 12 new 
houses a year. In 1957, three cash-and-carry yards, each 50 miles away, 
received all of this dealer’s new house business! Result: 32% sales loss 
for the year, compared to 1956. 


—lIn the suburbs of a big city, a dealer had enjoyed very profitable sales to 
small and medium-sized tract builders — until shipped-in prefabbers 
started courting these builders. Result: the dealer’s contractor trade this 
year experimented with factory prefabs, although they disliked the lack 
of personal service and the rigidity of delivery. 


—In asmall city which had enjoyed a skyrocketing home building boom for 
years, the bottom suddenly dropped out of the market. It became appar- 
ent that the “basic shelter” needs of the community were temporarily 
filled; industrial slowdown actually caused an excessive inventory of new 
homes. Houses, for the first time since pre-World War II, had to be 
“sold.” Result? Dealer’s business took a big dip. 


—In a rural community, farmers had traditionally built their own structures 
and so they were quick to investigate a giant cash-and-carry yard that 
opened nearby, even though the traveling and the lack of dealer help on 
building problems were major drawbacks. Result: The small-town dealer’s 








farm business practically disappeared. 


The above are actual case situations, indicative of 
the problems which plague the retail lumber industry 
as we enter this new competitive year. These are by no 
means the only problems of our industry—but they are 
important. 


Solutions to these problems, as depicted on the fol- 
lowing pages in a special report, involve ways to re- 
main in new construction markets through big-ticket 
merchandising, land development, component fabrica- 


tion, realty service and packaged selling to consumer 
and farmer. 


These are not the only solutions to the problems de- 
scribed above (for example, the big modernization mar- 
ket can become a lifesaver for dealers), but the solu- 
tions ‘as described on the following pages have been 
proven effective by many dealers. They show that deal- 
ers can—and are—controlling the new home building 


industry in their communities, at a profit. 
—The Editors 


See following pages for solutions to these problems 


as provided by dealer case examples... 
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3—THE TOM THUMB—Three-room, one-bath conventional con- 
struction, 480 square feet; price: $5,000. 


1—THE GRANADA—Five-room, one-bath Lu-Re-Co construc- 
tion, 1,484 square -feét; price: $10,000. 

2—THE MAYFAIR—Eight-room, tri-level, two-bath Lu-Re-Co 4—THE VALLEY FORGE—Six rooms, one bath Lu-Re-Co con- 
construction, 2,064 square feet; price: $20,000. struction, |,344 square feet; price: $15,000. 


HOME STYLE CENTER 


Seventeen co-sponsors join Thompson Lumber Co. in promoting four new model 
homes in $5,000-$20,000 bracket. Goal: 100 new home sales in 1958. More than 
1,800 people went through Style Center on opening day and seven potential sales were 
developed. 


Here are details of an imaginative sales device that many dealers can adapt to 
their particular market. 


A new look in building products merchandising is now 
underway at the Thompson Lumber Co., Champaign, Ill. In- 
stead of carrying inventory in store, shed 2ad yard, some 
of these materials have been incorporated in four new 
homes. This inventory of “materials at work” is being 
offered to the public with a keen sense of showmanship. 

“We’re showing the living use of the materials we have 
to sell,” said president Clarence Thompson. 

On a 100’x200’ vacant lot directly across the street from 
the Thompson store and yard, the firm has created its 
House & Home Style Center. Here buyers’ attention is 


, focused on four well-designed houses. Cooperation of 17 
local merchants. was obtained to equip, furnish and land- 
scape them. 

The four houses, opened December 15, provide live sell- 

” ing tools for Thompson Lumber Co., local contractors and 


the associated sponsors in related retail lines. The four 
houses are open day and night with Thompson salesmen 
a _— and other merchants on hand to greet visitors. 


eee - 


HANDY TO THE LUMBERYARD, the Style Center is directly Sales goal. After considering the current and potential 


across the street. It offers a showcase of "products at work." (continued on page 22) 
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BUILDING PRODUCTS MERCHANDISER 







































STYLE CENTER 
(begins on page 21) 


1958 market for new homes in the Champaign-Urbana area, 
it was estimated that the new home style center could 
create the sale of approximately 100 houses in the next 
12 months. 

“We'll break even if we sell only half this number of 
house bills,” said David W. Squires, vice-president, who 
developed the project. 

“We're not risking anything. In effect, we have trans- 
ferred inventory from our yard into the houses. To this 
we have added money invested in labor. Total investment 
is about $35,000. 

“We can move all the houses to permanent foundations 
for a little over $1,000, thereby recovering our investment. 
We're risking only the monthly rental of the land. 

“Our total package price for the materials in each house 
will average $5,000, priced at competitive retail. The op- 
erating cost of the Center, when divided into the houses 
we believe we can sell, gives us a sales cost per house of 
$100 each. We feel this is reasonable.” 





Sponsors share cost. Each cooperating retail firm in the 
Style Center is underwriting a share of the monthly op- 
erating cost. This is estimated at $340 maximum, or no 
more than $12-$20 per sponsor per month. 

Thompson emphasized that ask.ng participation of local 
merchants in related lines was not primarily to cut costs. 

“We did it because this is the best way to spread the 
word about the Style Center as completely through the 
community as possible. The associated sponsors have a 
combined payroll of about 500 people. The more people we 
have talking about the Style Center and urging people to 
visit, inspect and buy, the better off we'll all be.” 


Variety of homes. Included in the Style Center are four 
houses of three, five, six and eight rooms. Prices for the 
houses, “on your lot,” are approximately $5,000, $10,000, 
$15,000 and $20,000. The three larger houses are of Lu- 
Re-Co construction; the smallest is not, simply because 
the contractor erecting it hadn’t been quite sold on Lu-Re- 
Co methods when construction started. 

“We do no contracting,” Thompson emphasized. “In- 
stead, we’re selling the idea of home ownership, develop- 
ing contracts for our contractor-customers and assuring 
ourselves of the complete bill of materials on each.” 








Your Big Competitor 


Biggest competitor for the public’s home building 
dollar is not the competing lumberman, believes 
Clarence Thompson, Thompson Lumber Co., Cham- 
paign, Ill. Instead, it is the aggressive seller of non- 
housing merchandise seeking substantial chunks of 
cash for his products, making them easy to buy. 

“Maybe we should look at auto and TV dealers,” 
Thompson said. “They don’t offer their buyers a mis- 
cellaneous pile of parts, then show a picture of what 
the buyer will have when he puts them together. 

“They have a complete package ready for delivery. 
The lumberman can do this, too, by having an inven- 
tory of houses. In our House & Home Style Center 
we are exploring one way a lumberman can mer- 
chandise his inventory of new houses.” 














\ iat oe 


NAMES OF SPONSORS of the Style Center are displayed on 
attractive panels at the entrance. Sign doesn't detract from 
charming look of the area. 
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DAVE SQUIRES, Thompson vice-president, developed the Style 
Center project. “Only two sponsors dropped out,” he said. 
“We're all enthusiastic about it.” 





FURNISHINGS KEYED to house price kept decorating costs in 
line. Above is living room of the $10,000—1,184 square foot 


Granada. 
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How Dealers Sell New Construction Markets 





FIVE ADVANTAGES OFFERED contrac- 
tors by Chicago's Joseph Lumber Co. in 
Lu-Re-Co house packages are expected 
to boost firm's sales. 


(Begins on page 20) 


RAY HARRELL of the Lu-Re-Co staff, 
right, was on hand to assist Joseph Lum- 
ber Co. personnel explain technical de- 
tails of the yard-fabricated panel plan. 





wieght sette 5 


CONTRACTORS INSPECTING mode! 
house were interested in the cost-cut- 
ting opportunities available by this deal- 
er-centered construction plan. 


DEMONSTRATION 


City and suburban builders see advantages of dealer-made component plan as dis- 


tinguished from conventional way of buying pieces or using factory prefabs. 


Take a group of 40 contractors 
who don’t buy from your yard. Then 
invite them to witness a demonstra- 
tion of the use of components (pre- 
assembled house parts) in building. 
What sort of a turnout would you 
expect ? 

Nearly 100% attendance was 
achieved when Joseph Lumber Co., 
Chicago, did this recently. More- 
over, the immediate enthusiasm of 
some of the contractors suggested 
that they shortly will join the ranks 
of Joseph Lumber’s contractor-cus- 
tomers. It was evident that home 
building contractors are eagerly 
searching for ways out of their 
current troubles and believe lumber- 
yard-purchased components may 
help them. 

These were typical Chicago area 
contractors. They ranged in volume 
from one house at a time to men who 
build as many as 300 in a unified 
development. Both contract and 
speculative builders were in the 
group. Joseph Lumber’s salesmen 
had been calling on them, but had 
been unsuccessful in getting any 
business from them. 


The demonstration. The 40 
builders were invited to luncheon 
and then inspected two Lu-Re-Co 
panel houses under construction by 
one of Joseph Lumber’s contrac- 
tor-customers. Following lunch, 
Joseph’s new component-package 
sales policy was explained to the 
builders. 

This policy includes fabrication of 


BUILDING PRODUCTS MERCHANDISER 


Lu-Re-Co house panels and light 
roof trusses, but it is not confined to 
it. The company’s goal is to provide 
contractors with service permitting 
true one-stop “package” purchasing, 
including yard-fabricated house 
parts, framing Jumber, subflooring, 
roof decking, millwork and hard- 
ware. Each package would be built 
up around the Lu-Re-Co panels; 
from that point the package’s de- 
tails would vary to conform to the 
builder’s wishes. 


improved service. “In offering 
this package, tailored exactly to the 
way in which the contractor wants 
to buy, we’re performing more for 
him than simply delivering lumber,” 
commented Don Kovar, in charge of 
Joseph’s package program. 

“We're offering him building 
material in a form which will help 
cut his costs. For example, with 
Lu-Re-Co, the contractor knows 
we're talking precision engineering 
of the panels. This will make his 
houses go together better.” 


Advantages listed. “We're offer- 
ing the contractor at least five 
things,” Kovar continued. 

“These five advantages are (1) re- 
duction in contractor’s overhead 
because he passes to the lumber- 
yard his planning of framing, de- 
tailing and ordering, plus the fact 
that less supervision on the job 
is needed; (2) ability to get a 
house under roof in one day, closed 
in from the weather; (3) this in 
turn tends to eliminate pilferage; 


(4) the system is completely flexible, 
applying to almost any plan; (5) 
completion time is cut in half, re- 
sulting in finance-charge savings. 

“In effect, we’re selling to the con- 
tractor in the way he wants to buy 
rather than trying to force him to 
conform to the way in which we 
might want to sell.” 

Apparently builders recognize the 
merits of these points, too. Said one 
of Joseph Lumber’s guest-builders, 
“I’m going to give your plan a try, 
for things have been getting to the 
point I’ve wondered if I could con- 
tinue to operate.” 


Evans Products Co. 
Buys Fiddes-Moore 


One of the nation’s largest producers 
of fir plywood, Evans Products Co., 
Plymouth, Mich., has acquired the 
business and assets of Fiddes-Moore 
& Co., Inc., one of the industry’s larg- 
est independent warehouse systems, 
for 83,056 shares of Evans’ common 
stock. Fiddes-Moore operates 13 ware- 
houses distributing plywood, hard- 
board and other wood products in 
Mich., Minn., Ohio, Ind., Il., W. Va., 
Tex., Calif., N. D. and Penna. 

Combined annual sales of Evans and 
Fiddes-Moore are currently in excess 
of $68 million. Besides distributing the 
complete line of Evans products, 
Fiddes-Moore warehouses will con- 
tinue to distribute the products of 
other plywood manufacturers. 
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How Dealers Are Selling New Construction Markets 


(Begins on page 20) 





ROBERT T. ARNOLD, JR.. 
(left), accepts First Prize 
certificate in-Ameri¢an 
Lumberman 1957 Home 
Merchandising Contest 
from Art Hood. chairman 
of the editorial board. 





Prize-Winning “Home Merchandising” Dealer's 


“Building Headquarters’ 
Sales Formula 


R. T. Arnold Lumber Co., known as “Arnold’s—The Building Mart” in Adams, 
Mass. (pop., 12,000) merchandises homes in three ways: 


1—Lu-Re-Co packages for the “sweat equity” trade, processed through 
Arnold Lumber’s mortgage department. In various cases, through sub- 
contractors, Arnold’s include part of some labor and/or foundation in 
the financing. 


2—Custom home and garage building through cooperating contractors. 
On these homes, Arnold’s control the general contract,.do all sub- 
contracting and handle the financing in 80% of the cases. Also, the 
dealer has taken old homes in trade for new ones. 


3—Land development by a separate corporation, TownCrest Homes, Inc., 
which owns 100 acres of land. This corporation develops streets, in- 
stalls utilities, builds homes and sells homes through realtors. All ma- 
terials for homes, of course, are purchased from Arnold’s. 


For this superior merchandising of new homes, Robert T. Arnold, Jr., won the 
American Lumberman 1957 Home Merchandising Contest among dealers. Details 
of how this outstanding lumberyard sells to the new construction market is told 
on the following pages. 


se 
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WITH FACTORY BUILT 


A consistent advertising campaign employing a 


M4 “varléty of media is essential for packaged home sales, 
Newspaper Ads, Promotion Folders, says Robert T. Arnold, Jr. Much of the advertising 


a must be slanted toward creating a desire for a new 
home, as well as promotion of the specific houses 
Clinics and Models Used by Dealer =m, 

Newspaper ads of Arnold’s highlight monthly pay- 
ment plan and financing. “No Down Payment” is 
featured in the ads for Arnold’s do-it-yourself pack- 
ages. Some ads include pick-up lumber specials as 
well as package house promotion. 

The Lu-Re-Co system is heralded as possessing 
“custom-built beauty” as well as “factory-built.econo.. 
my.” Prospects receive price list of the the various 
packages with specifications. Lu-Re-Co can be pur- 
chased on self-erection basis or erected by the dealer. 

Homeowner clinics have been staged with success 
by Arneld’s to teach amateurs the techniques of con- 
struction. 


Lumberyard is a 
Planning Center 


Robert T. Arnold, Jr., says: “New home prospects 
are given full information in our home department 
on the second floor of our headquarters building. This 
room is equipped for informal, unhurried presenta- 
tion of our story and its merits. 

“It is here that the information is gathered con- 
cerning ability to build a home, finances, desires, etc. 
“An atmosphere of this type must be maintained be- 
cause we are selling an ‘unseen’ package, which costs 
more than the most expensive car.” 

Robert T. Arnold, Jr., is pictured at left, demon- 
strating cost and labor-saving advantages of the 
Arnold Lu-Re-Co panel system. Note the mock model 
Lu-Re-Co home section in the background. 
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Building Headquarters Sales Formula (Begins on page 24) 








Tress and Panel 
Assembly Room 


The house packages for do-it-yourselfers as well 
as many of the custom homes sold by Arnold’s use 
Lu-Re-Co (Lumber Dealers Research Council) system 
for roof trusses and wall panels. You see the pre- 
assembly room above, with truss jig along wall and 
panel jig in foreground. The three-man crew which 
fabricates trusses and panels also works on custom 
construction work. The erection economies of Lu-Re- 
Co were publicized by putting one house under con- 
struction in an eight-hour day. 


Land Development Insures 
Stable Housing Growth 


Early in 1953, Robert T. Arnold, Robert T. Arnold, 
Jr., and Eugene Gebarowski purchased in name of 
TownCrest Homes Inc. a section of land comprising 
approximately 110 acres on Route 8 in Cheshire, 
Mass. 

The object was to build a community of new homes 

to serve basically as an outlet for building materials. 
The program was needed, in the opinion of the Ar- 
nolds, because local builders did not have the vision 
or the financing to develop such a project, leaving 
open the possibility that local contractors would be 
displaced, as in other communities, by itinerant 
builders and outside developers who would by-pass 
local supply sources. 
Since 1953, some 32 homes have been built and sold, 
many of them using Lu-Re-Co panels. This has meant 
over a half a million dollars gross construction busi- 
ness shared by the Arnold concern and by local con- 
tractors and other suppliers. 
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OPENING SOON! 


ADAMS, duly 2% — It was announced today that Tewn- A 
Comm Homes te lor! community deeropers have start. TE ONE — THE ONLY SPOT 
See ee icnnety, mote enaly aa’ FOR GOON COUNTRY LIVING! 
new section comprines 26 more lets centeving en @ court 
the planned design of the witage wil vein atest = 5S ROOM HOMES — $11,700 
AND UP INCLUDING LARGE LANDSCAPED LOT 


becoming more popular daily w “young” American 

bene baper. ToweCret Vilage, the lrgret planned com STOP PAYING RENT 
munity in Northern Berkshire. is set off the main highway 

betweee Cheshire end Adams on Route & Ht is servis? bY 1 ive the “country life” with all the conveniences of the 
bus line and has city water facilities as well as mmil delivery. city Enjoy scenic views from your picture window, 
The village enjoys an enviable pasition in its scenic location, wf fo . be 
being located on a rolling stretch of land that commands sive better midst the country air and breezes. 

view up and down the vaiicy. 
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DEVELOPERS OF TOWNCREST VILLAGE, CHESHIRE, MASS. 1 495-WI 


“COUNTRY LIVING WITH ALL CITY CONVENIENCES” 
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Contractor-Built — or — Owner-Built 


LU-RE-CO PACKAGE sold to an Adams contractor who in 
turn constructed the house on his customer’s lot. Robert T. 
Arnold Jr., says: “We allow contractors 5% discount off our 
package list. We check their customer’s financial status 
and often are instrumental in arranging financing, thereby 
more efficiently controlling the payments. We bill the 
contractor by packaged loads.” On most custom jobs con- 
tract is obtained in lumber company’s name but publicity 
is usually given to the sub-contract builder. The dealer 
makes constant checks on all jobs during construction. 


OWNER-BUILDERS of an Arnold Lu-Re-Co house are 
seen in doorway—father and son. The materials package 
totaled only $7,458 for 24'x36’8” home plan. Price included 
hot-water heating system, plumbing, electrical system, sep- 
tic tank and piping, full construction assistance from Ar- 
nold’s. A 10% to 15% markup on cost of plumbing, heating, 
electrical system is obtained by Arnold’s for procurement of 
this equipment from suppliers and responsibility for in- 
stallation. 





Old House... 





R. T. ARNOLD LUMBER CORP. 
Adams, Massachusetts 
TRADE-IN-PLAN 


CUSTOMER _— Henry B. Dunn DATE 

ADDRESS _B Street BROKER R. T. Arnold, Jr. 

PHONE BUS. PHONE ADDRESS 40 Crandall Street 

HOME TO BE PURCHASED: MR. PHONE 146 
Towncrest Village HOME TO BE TRADED: 

ADDRESS Cheshire, Mass. ADDRESS B Street, Adams 

ROOMS 5 BATHS | AGE New | po0MS 10 BATHS !'4 


BEDROOMS 2 STORIES | AGE 4 yrs. BEDROOMS 4 
LOT 80x100 GARAGE No STORIES 2 LOT 60x!20 
HEAT Hot water GARAGE yes HEAT Steam 
REMARKS REMARKS House too large 














BASE PRICE: $12,500.00 
EXTRAS: 


OWNER'S VALUE $14,500.00 

APPRAISED VALUE $14,500.00 

BROKER'S FEE None 

TOTAL $12,500.06 RECONDITIONING 

MORTGAGE _ 8,500.00 COSTS None 

BALANCE 4,000.00 NET SALES PROCEEDS $14,500.00 

CASH FROM HOME PRESENT MORTGAGE $10,000.00 
SOLD 4,500.00 NET CASH AVAILABLE $4,500.00 

CASH REQUIRED None FEES (IF ANY) None 








MONTHLY PAYMENTS BALANCE 








BUILDING PRODUCTS MERCHANDISER 


—For New Home 


Trade-In Plan Works 


While many builders and others in the industry have talked 
about the potential of “trade-ins”, the Arnolds have brought 
the idea out of the theory stage and made it work. You see a 
typical example of an Arnold trade-in negotiation pictured and 
tabulated here. The new home purchased by Mr. and Mrs. 
Dunn is in the dealer’s TownCrest development. 

Robert Arnold, Jr., believes that the trade-in idea is a 
necessary ingredient in any comprehensive building head- 
quarters program by a dealer, especially in a small city. A 
dealer can gamble on the re-sale of an old house because he 
has the possibility of selling a remodeling package to the 
new owner. 

Arnold’s policy is to turn the trade-in house over to a local 
realtor for advertising. 


(continued on page 28) 
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the following mills produce 
and ship “CRA 
Certified DRY” redwood 


ARCATA REDWOOS COMPANY 
P. O. Box 218, Arcata, California 


GEORGIA-PACIFIC CORPORATION 
Hammond-California Redwood Division 
417 Montgomery St., San Francisco 6, Caiifornia 
HOLMES EUREKA LUMBER COMPANY 
Redwood Sales Company, Eastern Distributor 
1430 Russ Building, San Francisco 4, California 


THE PACIFIC LUMBER COMPANY 
100 Bush Street, San Francisco 4, California 


THE PACIFIC COAST COMPANY 
P. O. Box 611, Willits, California 


SIMPSON REDWOOD COMPANY 

3100 Russ Building, San Francisco 4, California 
UNION LUMBER COMPANY 

620 Market Street, San Francisco 4, California 


WILLITS REDWOOD PRODUCTS COMPANY 
Hobbs-Wall Lumber Company, Sales Agent : 
2030 '‘nion Street, San Francisco 23, California 


CALIFORNIA REDWOOD ASSOCIATION 


576 Sacramento Street + San Francisco 11, California 
Circle No. 7 on Coupon, page 50 








Building Headquarters Sales 


(Begins on page 24) 


APPLICATION FOR HOME OWNERSHIP 


1. FOR: Date oS | ae 
This application is confidential and is used only for 
establishing a credit rating at the above mentioned 
company. 
Net amount required hes 
How long at present address...........:.ccccecccsessesesseresereeereree 
PTI cochsiscoabtetaclibadithsonsvenssosiysseve Telephone .................... 
Year of birth ... Single Married........ 
DE OE I ass essedci car asedsctdvcasacchtchnphnt nb denvaiietakvestevcnsssesene 
Number of dependents............ SUMMON calicahsicssocpbsevsenesuvense 
EMPLOYMENT 
. Employed by............ or business if self employed............ 
. Kind of business.................. How long employed.............. 
. Present salary or net income from business ; 
per year ES UES ane ae 
. Sources of other income How much 
REFERENCES ¢ 

Fixed obligations, installment accounts, FHA loans, 

debts to banks, finance companies and government. 
10. To whom indebted Describe Date Balance 


























S BAD NH pe © 














Payments Past Due 

HOME AND LOT INFORMATION 
11. Address RU Socal Co 
Fe TE IE Bir sinc eenticinininimeitsinmcgnblbiaototinsss tepeeceoset igs 90 
Date purchased................ i Ce SREP SR Seer hes eae 

CONSTRUCTION INFORMATION 
14. Have you had any building experience........ Where........ 
15. How many friends and relatives are going to help 


MUI. <- sciepainsicpasttineisbunibaehiaeapeninibes <cascuxdpbaconSbebuch 
16. How many have had experience........ WEG citaciciinesss. 
17. Which items are you going to install yourself or with 














friends 
Cellar ........... Frame .......... Roof .......:.. Inside Finish.......... 
Plumbing ........ Heating ........ Painting ........ Electrical........ 
18. Whichi tems are you going to have installed for you 
Cellar .......... Frame Roof Inside Finish.......... 
19. Are plumbing, heating, and electrical installations to 
be inspected i 
20. Plumbing: By whom.......... When.......... License No........... 
Electrical: By whom.......... When.......... License No........... 
Plumbing ........ Heating ........ Painting........ Electrical ........ 
Heating: By whom.............. When.......... License No........... 


Numbers and dates for these spaces may be inserted 
after installation if numbers and dates are not known 
at the time. 

21. Building materials, paint, plumbing, heating, and elec- 
trical to be bought at one time from one source............ 
Yes No 

22. Items to be purchased separately from building 





materials. ; 

Electrical .......:.0::..<. Heating ................ Plumbing ................ 

Foundation .................. TMOR 5 ccortctosiincs GRE ia 
I pe I ai 
24. Individual costs to be: Plumbine............ Heating............ 

Electrical............ Building materials............ OS SS an 

Foundation ............ MING sca atte Miscellaneous ............ 
Ey OPIN (occetussshccinnins caren Minis ie ea a Uae asok, Nad cseecstoe Saale! asks scams concen 


Total shall agree with figure in section 2, 23 and 25. 
I (We) certify that the above statements are true and 
that no unfavorable information known to me (us) or 
ealled for herein has been omitted. This application shall 
remain the property of the R. T. Arnold Lumber Corp. 
Authorized representative of above mentioned company 
shall sign his witness signature here 


How Prospects Qualify 


Dealers often hold back on a do-it-yourself home package 
program because of doubts about qualifying prospects, who 
ean actually tackle whole-house construction jobs with 
success. 

The use of panels made in the yard eases the doubt to 
some degree, according to Robert T. Arnold, Jr., but more 
important is the “qualifying” questions listed above. These 
pe eropgs in a printed application folder developed by 

rnold’s. 
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How Dealers Sell New 


Construction Markets 





hat REALLY Sells a House? 


The model home is America’s newest marketing center. Visited by 


millions annually, it now needs a new approach. 


It’s a $17 billion dollar a year 
industry that plays strictly by ear. It 
shuns brand-names, product displays, 
literature and samples. It will reach 
30 to 40 million prospects next year 
and sell just a million of them. 


What's wrong? George S. Goodyear, 
past president, National Association 
of Home Builders, pegged it this way: 

“Not one builder in 10 really knows 
what the public wants. The smart 
builder who understands his market is 
watched and copied, indiscriminately 
with disasterous results, Selling homes 
today is going to require much greater 
understanding of our prospects. We 
must translate the 30 to 40 million peo- 
ple visiting model homes each year into 
more home buyers.” 

For ‘years, builders have been cyni- 
eal of all suggestions for improved 
merchandising. They have believed 
that a house “sells itself,” that easy 
financing completes the basics for a 
closing. As reported in the last issue of 
American Lumberman, this attitude is 
changing fast. The program for the 
NAHB convention at Chicago, January 
19-23, is loaded with clinics showing 
keen awareness for the need of im- 
proved selling techniques. 


Starting from scratch. A recent 
House & Home study of Pittsburgh 
builders show just how far builders 
must go to bring their selling effi- 
ciency on a par with other competitive 
industries. The survey was confined 
to research on the model home—the 
key to sales. Here are a few high- 
lights: 

1 out of 76 had a display of prod- 
ucts used. 

3 out of 76 distributed manufac- 
turers literature. 

1 out of 76 had a cutaway model of 
any product. : 

In all, 16] builders were surveyed; 
only 76 had a model house of any sort; 
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only 50 completely furnished their 
models. 

It is generally agreed that today’s 
home buyer is quite selective, that he 
wants to know more about the house 
he is seeing. Nearly 60% of the pros- 
pects in 1958 already have a home. 
They ask a lot of questions, which re- 
veal a growing knowledge of quality 
construction. The House & Home sur- 
vey indicates some awareness of this 
trend. Salesmen in 48 model homes 
volunteered details on the following: 


Mentions 
Kitchens & appliances ........... 30 
Electrical equipment, fixtures .... 25 
Plumbing equipment ............ 23 
ear ar THRING 5 bo nck Sees eee 22 
Structural & masonry ........... 19 
Heating & ventilating ........... 18 
Walls & ceiling material ......... 13 
Pee Oe TOR Sc oe one ce atce 13 
Floor & floor covering ........... 13 


Yet when it comes to solid selling, 
the salesmen checked still have a long 
way to go. Only 17% tried to justify 
the price; 11% talked quality; 6% dis- 
cussed financing intelligently, another 
6% merchandised the location and only 
4% gave facts on the builder. 

When this research is compared with 
a documented survey of 5,000 recent 
home buyers, the first reaction is one 
of surprise. The salesmen in Pitts- 
burgh are just not answering or pro- 
moting the key factors uppermost in 
the minds of home buyers. The 15 
most important considerations, ac- 
cording to a recent study, are: 


Specified number of rooms ..... 38 
Neighborhood ........... es oe 27 
Floor area .......-++4 ghskaaa 24 
Want basement .......< Sadi toad 21.5 
CU NOU yin. Wao essing a wae ee 20.5 
PRUE SG unre wcss kon I ae haem 19.9 
Style construction .....,,..... 15.5 
I UN is e'p ocoig vine Woo 6 6 ots od 14.8 





Te 
Number closets .......5..-600.- 13.8 
i te i, ss Okabe a chee 11.7 
ee OU ook oe on teens 10.8 
Bextee DOGTOOM &. . 6 kc idee ck 10.2 
MPOMIRNOUING 555 6 oes oi 6 sa 7.7 
Close to aeheela 3. 6... ccc cceeee 1.7 


At Pittsburgh and in model homes in 
most cities, the salesman relies on the 
prospect observing the above factors 
himself. He is supposed to wander 
about guessing at the room size, the 
neighborhood and how the house was 
built. No wonder potential home buy- 
ers are turning up with tape measures 
on a Sunday. 


Dealer's role. With a set of attrac- 
tive plans chosen, the dealer can profit 
by encouraging more merchandising 
within the model home. This year sev- 
eral manufacturers are offering special 
display kits for model homes, but every 
house requires much in the way of spe- 
cific merchandising for bes: results. 
Here are some of the services dealers 
are giving contractors to make open 
houses more successful. 


1. Providing explanatory signs for 

the model home, where the dealer 

has a sign-making machine. 

In-store promotion of the open 

houses with signs, etc. 

3. Arranging product displays 
within the model home. 

4. Assembling kits of literature for 

the builder. 

Including a mention of the open 

house in regular yard advertis- 

ing. 

6. Cooperative advertising. 


tw 


or 


In talking with builders stress that 
no one type of roof, fixture, or flooring, 
ean sell the house. It is only by a 
smart combination of all factors, by 
merchandising the total house, that 
real sales power materializes. 
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radial saws in yard shop. 





PROCESSING LUMBER through one of two cutting lines with 


(Begins on page 20) 








YARD STORAGE of precut lumber awaiting delivery is efficient 
order assembly. 


LUMBER PRECUTTING 


One builder customer of California dealer claims savings of about 


$10,000 on 90 homes. Estimates are given from cutting schedule. 


Elimination of on-site sawing is 
cutting labor costs for San Fran- 
cisco area home builders as an in- 
creasing number of dealers offer 
lumber precut to builders’ specifica- 
tions. According to one of the lead- 
ers in this development, Gamerston 
& Green Lumber Co., it helps the 
small and medium-sized home build- 
er in his competitive struggle with 
giant project developers. 


Typical customer. One builder 
who is typical of Gamerston & Green 
customers is August Rahlves, who 
has helped to build up the East Bay, 
across from San Francisco. The 
Rahlves organization has developed 
many small tracts in this area with 
unusual touches of which the 
Rahlves are justifiably proud. The 
homes are designed to fit into the 
East Bay hills in two levels and con- 
tain many custom features. 

“Working with Gamerston & 
Green as the source of our basic 
materials,” explains August Rahl- 
ves, “we have built well over 90 
homes using the lumberyard’s pre- 
cutting system. 
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“These homes have had a total 
value of almost $1,500,000,” Rahlves 
said, “and by using the precutting 
methods developed so precisely by 
Gamerson & Green, we estimate we 
have saved close to $10,000.” 


Cutting schedule. Although the 
Rahlves organization is typical of 
the home builder which this dealer 
serves, the yard will work with 
builders of single dwellings if they 
will accept a precutting list devel- 
oped as a pattern. (A typical list is 
reproduced on the next page.) 

The builder and the dealer col- 
laborate on the cutting list, which is 
developed from drawings of the 
framing. The heart of the matter, 
according to Joe Mattos, yard super- 
intendent, is that the drawings must 
be accurate and detailed to the ex- 
treme. 

“The builder,” explains Mattos, 
“has to assume the final responsi- 
bility for the accuracy of the final 
cutting lists and the builder has to 
be made aware of the fact that in 
precutting even as little as 1/16 of 
an inch can be of vital ingportance 


in terms of cost and profit. 

“Once the cutting list has been 
made out, it goes into our file and 
all future jobs are cut according to 
this list. The first house cut serves 
as a sort of pilot or test of the ac- 
curacy of measurements. 

“We send a man out to the site 
as the first house goes up and he and 
the builder carefully re-check final 
measurements. If carpenters find a 
change is necessary this change is 
made on the spot and the cutting list 
is altered to reflect the change.” 


Cutting lines. There are two cut- 
ting lines with two 16” radial saws 
each, similar to the one shown with 
this article, each in a covered 30’x60’ 
shed. 

Additional equipment includes a 
power-feed rip saw and a 16” single 
head planer, with jointer, portable 
electric power sander and an 8” 
portable electric saw and a 12” tilt- 
ing arbor table saw for such opera- 
tions as cutting plywood to special 
size. 

Each of the cutting lines uses a 
millman, plus a lumber clerk as a 
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JOB-LOADING at yard saves equipment time. 


helper. Precutting for as many as 10 
builders has been accommodated 
simultaneously in the two cutting 
lines. 


Built-in costs. Normally the cost 
of cutting is included in the lumber 
price. Usually this is about $8 per 
thousand for cutting one end; $12 
when different sets calling for both 
saws are required. The more com- 
plicated cutting of rafters demands 
an average cost of about $22 per 
thousand. 

Although the company’s principal 
operation is located in San Fran- 
cisco, precutting is concentrated at 
the Oakland yard. 

There are thr-e salesmen who call 
regularly on Bay area contractors 
using this service. Normally, about 
half of the output of the Oakland 
plant is for homes using the precut 
framing. 

Delivery equipment includes three 
dual drive trucks, equipped with 
lumber rollers. 

The company also operates three 
seven-ton lift trucks and four 
straddle trucks. The straddle trucks 
are sometimes used for deliveries on 
level ground to job sites within 10 
miles of the yard. 

Precutting of lumber has devel- 
oped rapidly among Northern Cali- 
fornia retail yards. Idaco Lumber 
Co., Oakland, for example, produces 
precut lumber exclusively. 
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MINIMUM OF JOB CUTTING; lumber is pieced marked. for 


identification. 





FAST ERECTION for semi-custom homes is result; savings for 
builders. (continued on page 32) 
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PRECUTTING (begins on page 31) 








Typical Estimate Form Shows How Dealer 
Makes Precutting Schedule 


Length or 
Pieces Size _Lin. Ft. 

Mudsills 2x6 160 
Mudsills 2x4 48 
Girders 4 46 10 
Girders | 4x6 14 
Post | 4x4 10 
Rim Joist 2x8 106 
Floor Joist 58 2x8 14 
Floor Joist 310s 2x8 10 
Blocking 40 2x8 eg 
Blocking 4 28 
X Bridging 138 = 2x3 8-16"OC 
Subfloor 1x6 
Plate | 2x6 8 
Plate ! 2x6 14 
Plate 2x4 1224 
Studs 250 2x4 92," 
Studs 8 2x6 92," 
Gar. Stud 44 2x4 10 
Headers 6°W 5 4x8 75'/." 
Headers3*W 2 4x8 43//," 
Headers BoxW 1! 4x8 184!/," 
HeadersBoxW {| 4x8 84" 
Headers 3°DR | 4x6 42" 
Headers2°DR | 4x6 353%" 
Headers2°SDR | 4x6 651/," 
Headers2*DR 2 2x10s% 33/7." 
Headers2°DR | 2xl0v 37!" 
Headers 2-2°DR | 2x10; Bil," 
Hdrs. 3-2*, 1-25 1 2xl04; = 155%" 
Headers 2°DR 1 2xl0As 33!/." 
Hdrs. 3-2*, 1-2" 1 2x4 37'/." 
Hdrs. 3-2*, 1-2 1 2x4 Bi'/." 
Hdrs. 3-2*, 1-2" 1 2x4 155%" 
Garage 2 = 2xi2 16 
Cripples 30 2x4 803," 
Cripples 18 2x4 844," 
Cripples 2 2x4 82!/," 
Rough Sills 5 2x4 72/4" 
Rough Sills 2 2x4 40!/," 
Rough Sills 1 2x4 803," 
Rough Sills | 2x4 1814," 
Jacks. Box 6 1x4 30'/," 
Jacks, Box 14 x4 44\/," 
Jacks. Box 15 2x4 30!/," 
Jacks. Box 26 2x4 44\/," 
Let-in Braces 16 Ix4 12 
Fireblocking 30 2x4 14%" 
Headers Hall | 4x6 51" 
Headers K&D 1 4x6 54" 
Headers F&L 1 4x8 8 
Headers F.P. 1 4x10 10 
Furring >. $2 5 
Furring 1 4x2 8 
Clg. Joist | 2x4 8 
Clg. Joist 16 2x4 10 
Clg. Joist #6 6 U8 
Clg. Joist & 2x4 14 
Clg. Joist 14 24 6 
Cig. Joist | 2% 10 
Clg. Joist 27 2x6 12 
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Description Feet 
Rwd. Found. Grade S4S 160 
Rwd. Found. Grade S4S 32 
DF std. & btr. S45 89 
DF std. & bir. S4S 28 
DF std. & btr. S4S 13 
DF std. & btr. S4S 141 
DF std. & btr. S4S 1083 
DF std. & btr. S4S 413 
DF std. & btr. S48 80 
DF std. & btr. S4S 27 
DF std. & btr. S4S 138 
DF std. & btr. S4S 1500 
DF std. & btr. S4S 8 
DF std. & btr. $4S 14 
DF utility & btr. S4S 816 
DF std. & btr. S4S 1333 
DF std. & btr. S4S 64 
DF std. & btr. S4S 293 
DF std. & btr. S4S 107 
DF std. & btr. S4S 21 
DF std. & btr. S4S 43 
DF std. & btr. $45 21 
DF std. & btr. S4S 8 
DF std. & btr. S4S 8 
DF std. & btr. S4S 12 
DF std. & bir. S4S 12 
DF std. & btr. S4S 7 
DF std. & btr. S4S 16 
DF std. & bir. S4S 28 
DF std. & btr. S4S 4 
DF std. & btr. S4S 2 
Std. & btr. == #2 com. btr. 5 
DF std. & btr. S4S 9 
DF std. & btr. S4S 64 
DF std. & btr. S4S 140 
DF std. & btr. S4S % 
DF std. & btr. S4S 9 
DF std. & btr. S4S 23 
DF std. & btr. S4S 5 
DF std. & btr. S4S 5 
DF std. & btr. S4S i 
DF std. & btr. S4S 6 
DF std. & btr. S4S 19 
DF std. & btr. S4S 30 
DF std. & btr. S4S 69 
DF std. & bir. S4S 64 
DF std. & btr. S4S 30 
DF std. & bir. S4S 12 
DF std. & btr. S4S 12 
DF std. & btr. S4S 21 
DF std. & btr. $4S 33 
DF std. & btr. S4S 3 
DF std. & btr. S4S 1 
DF std. & btr. S4S 5 
DF std. & bir. S4S 107 
DF std. & btr. S4S 16 
DF std. & btr. S4S 56 
DF std. & btr. S4S 149 
DF std. & btr. S4S 10 
DF std. & btr. S4S 324 





Length or 
Pieces Size _Lin. Ft. 
Clg. Joist 4 2x6 14 
Clg. Joist 15 2x6 16 
Strongback 1x6 100 
Com. Rafters 19 2x4 159 
Com. Rafters 4 2x4 13°134" 
Com. Rafters 20 2x4 11'6%4" 
Jacks bpr 2x4 2°54" 
Jacks épr 2x4 ‘el/>" 
Jacks ébpr 2x4 67 
Jacks Spr 2x4 89" 
Jacks Spr 2x4 10°10'/," 
Jacks 3pr 2x4 «12"11'/Q" 
Jacks 3pr 2x4 15%" 
Jacks | 2x4 8'9" 
Jacks {| 2x4 10°01," 
Jacks 1 2e4 12°11" 
ValleytoRidge 1! 2x4 2°42" 
ValleytoRidge |! 2x4 4°1%4" 
VallaytoRidge |! 2x4 6'3" 
Valley toRidge | 2x4 8'4l/," 
Valleyto Ridge | 2x4 10°5!/." 
Valleyto Ridge | 2x4 1'6l/," 
Valley to Ridge |pr 2x4 3'7!/" 
Valley to Ridge Ipr 2x4 = 5°84" 
Valley to Ridge |pr 2x4 = 7°10" 
Valley to Ridge |pr 2x4 MEIN" 
Valley to tip 5 a. Se 
Valley to Hip 1 2x4 41%" 
Hips 3 2x6 22 
Hips | 2x6 20 
Hips 2 m6 8618 
Valley 1 2x6 18 
Valley 1 2x6 20 
Misc. Hip { 2x6 12 
Gable Stud 2 2x4 Si” 
156 face 2 2x4 105" 
1% face 2 = 2x4 1542" 
199 face 2 2x4 214," 
156 face 2 2x4 26°." 
159 face 2 2x4 31%" 
Ridge Ix6 56 
Collar Ties 7 tx6 18 
Collar Ties 6 Ix6 12 
Misc. Gable 2x4 150 
Frieze Blocks 90 = Ix4 223%" 
Purlins & Braces 2x4 250 
Gar. Jamb 2 2x6 8 
Gar. Jamb | 2x4 16 
Porch Post I = ‘ 
Porch Beam 1 
(Load Porch Beam with Clg. Joist 
Elevation 1 1Ygx2 3 
Elevation 3 1Ygx2 7 
Elevation 2 1VYqx2 8 
Elevation 1 1Ygx2 16 
Elevation x8 R/L 
Elevation oa 10 
Rake Mid. 6 Ix2 10 
Overhang Ix6 =: 1150 
Roof x4) R/L 


Gamerston & Green Lumber Co. 


Basic List Plan 26-A 
Description Feet 
DF std. & btr. S4S 56 
DF std, & btr. S4S 240 
DF std. & btr. S4S 50 
DF std. & btr.S4S2 pl, I seat 203 
DF std. & btr.S4S2pl,iseat 37 
DF std. & btr.S4S2 pl, |seat 160 
1 side, | pl, | seat 20 
| side, | pl, | seat 40 
| side, | pl, | seat 56 
1 side, | pl, | seat 67 
| side, | pl, | seat 80 
1 side, I pl, | seat 56 
| side, | pl, | séat 64 
I side, | pl, | seat 7 
| side, | pl, | seat 8 
| side, | pl, | seat 9 
I pl, | side 1 
| pl, | side 3 
1 pl, I side 5 
1 pl, | side 7 
I pl, | side 5 
1 pl, | side ! 
I pl, | side 5 
1 pl, 1 side 8 
I pl, | side it 
I pl, I side 13 
2 side 3 
2 side 20 
Ta‘ls to detail 66 
Tails to detail 20 
Tails to detail 36 
Tails to detail 18 
Tails to detail 20 
DF ee s. btr. S4S 12 
LP 1-90° | 
IP LPI t-90° I 
LP IPI 1-90° 2 
LP 1 PI 1-90° 3 
LP IPi 1-90° 3 
LP IPI 1-90° 4 
DF std. & btr. $4S 28 
DF std. & btr. S4S 63 
DF std. & btr. S4S 36 
DF s‘d. & btr. S4S 100 
Rwd (Rwd Const. Hrt.} S4S 60 
DF std. & btr. S4S 167 
Sel. Struct. 16 
Sel. Struct. HW 
Sel. Struct. i 
Sel. Struct. 28 
Rwd. Stucco Mid. 
Rwd. Stucco Mid. 
Rwd. Stucco Mid. 
Rwd. Stucco Mid. 
Rwd. A & bir. V rustic 500 
Rwd. Corn. Mid. 
DF Sel. Merch. $4S 10 
Rwd. Sel. Ht. V rustic 575 
DF std. & btr. S45 1,350 
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(Begins on page 20) 


ROBERT BAHNSEN finds land development a valuable business-builder for his lumber- 
yard. “Land gives our builders a place to erect the materials we sell,” he says. 





A BAHNSEN development nears completion under the direction 
of Bob Bowers & Co., contractor and real estate operator. 





WOMAN'S CONGRESS HOME is here seen under construction 
by contractor Bowers who will use publicity to promote sales. 


LAND DEVELOPMENT 


Illinois dealer creates business by providing contrac- 


tors with well-developed building sites. 


“When we started business fol- 
lowing World War II, we had two 
courses to follow,”’ says Bob Bahn- 
sen, owner of Swan & Bahnsen Lum- 
ber Co., Moline, Ill. “We could cut 
prices and steal the customers of the 
other lumberyards or we could 
create new business. We chose the 
latter.” 

Bahnsen keeps his eyes open for 
suitable undeveloped land. He con- 
siders the price brackets of building 
lots most in demand. In the Moline 
area, the big scarcity is the $2,000 
bracket. Also he must keep in mind 
the price requirements of his build- 
ers. 

The size tract feasible for devel- 
opment ranges from six or eight 
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lots up to several hundred. The aver- 
age tract developed by Banhnsen has 
produced 50-75 building sites. 


Capital needed. The purchase of 
raw land cannot be financed by a 
mortgage. Therefore the dealer 
needs cash or a good line of general 
credit in order to swing such deals. 
However, under current federal in- 
come tax laws, it is the rare owner 
who demands all cash. The usual 
deal calls for 29% of the purchase 
price in cash, the balance payable in 
the next four years or more. This is 
because if the land seller keeps his 
first year’s receipts from the sale 
below 30%, he can call the deal an 
installment sale; he then pays capi- 


tal gains tax only on the payments 
as they are made, rather than on the 
entire sale price. 

Costs of land development are 
high, Bahnsen reported, and going 
higher. A good saleable development 
must have paved streets, gutters, all 
utilities in place and paid for, so 
that no special assessments will be 
needed later. 


Hire a land planner. Bahnsen 
hires an engineering firm to do the 
actual land development planning 
for him. He guides them in their 
work so they will produce the type of 
“merchandise” he seeks. 

The cost of competent land plan- 

(continued on page 34) 
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HILLS AND GULLIES were transformed by Bahnsen's land planning into this 





choice building area; 120,000 cu. yds. of earth had to be moved to create 


the 80 $4,000 lots here. 





LAND DEVELOPMENT 


(Begins on page 33) 





ning includes the actual costs of the 
survey, topographic map, staking 
out lots, plus a fee of 742% of the 
cost of the improvements. This aver- 
ages from $100 to $120 per lot in 
Bahnsen’s case. 

“In the properly planned develop- 
ment, getting financing for home 
building is easy,” Bahnsen said, 
emphasizing the need of doing a 
sound job in this phase of the work. 

Bahnsen usually aims at produ- 
cing finished building lots, which 
will have a market value of 15%- 
18% of the value of the homes to be 
built there. In difficult terrain, 
where a lot of grading must be done, 
this naturally boosts the price of the 
lots; this means such developments 
must be scheduled for higher-priced 
houses. In one recent development in 
which 80 lots were produced, there 
was an earth-moving job of 120,000 
cubic yards to correct the original 
hill-and-gully condition. Lots here 
are selling for $4,000 each, on aver- 
age 80-foot lots. 


Selecting builders. “We feel we 
have no business being in construc- 
tion,” Bahnsen said. “Therefore we 
like to turn each development over 
to a single contractor, who includes 
a real estate sales department in his 
organization. Such builder-real es- 
tate firms have their own construc- 
tion money and mortgage money. By 
having one builder responsible for 
building and selling on a tract, the 
job is done faster. The builder is set 
up to produce the right houses for 
the right people. 

“For us it makes a better deal to 
have a single contractor involved 
than trying to keep track of a num- 
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ber of builders. We’re not vulner- 
able, either, for if one builder wants 
to quit, I can get another good build- 
er to take on the next development. 
That I know.” 


Advantages to the dealer. 
Bahnsen pointed out several ways in 
which this method of operation is to 
the advantage of the dealer, in addi- 





tion to the main one: without this 
plan, his firm would lose much 
profitable volume and he might be 
forced into competing with other 
yards on a price basis. 


(1) The credit problem is simpli- 
fied when you look to one builder for 
80 houses rather than to 80 builders 
for the same volume. (2) By selling 
the cooperating contractors substan- 
tially all of the materials used on the 
job, the yard has been able to in- 
crease its lines and hence broaden 
its service to other contractors and 
the homeowner trade. (3) The yard 
can know well in advance what 
materials will be needed, can plan 
purchases with these known jobs in 
mind. (4) By working with substan- 
tial contractors, the yard is freed 
from the problem of carrying an ex- 
cessive open account ledger. (5) Sale 
of the lots is profitable. 


In addition to the land develop- 
ment work, Swan & Bahnsen Lum- 
ber Co. has a department specializ- 
ing in sale and erection of pole-type 
farm buildings, plus a large store 
serving both farm*and city do-it- 
yourself trade. Many items for this 
trade are sold in “package” form. 
To encourage farm business, one 
part of the store has been rented to 
a feed dealer; the yard’s customers 
also buy feed and the feed store’s 
buyers often become patrons of the 
lumberyard. 


Land Development “Old Stuff” 
For Many Lumberyards 


Development of land 
as a means of control- 
ling sales of building 
materials by lumber 
dealers is not a new 
activity for dealers, 
even though competi- 
tive conditions today 
has increased this 
policy. 

A typical small-sized 
development was a 
hillside area acquired 
and developed in 1956 
by Clifford A. Clayton, 
manager of the Kla- 
math Falls, Ore., re- 
tail yard of Long-Bell 
Lumber Co. is 


Clayton laid out the ymperyARD MANAGER Clifford Clayton in front of 
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lots, installed streets, jouses built by homeowners and contractors on land 
arranged for sewer developed by lumberyard. 


and water extensions. 

You see some of the 

houses erected in this development 
in the picture at right. All the 
houses meant non-competitive 
whole-house sales for the lumber- 
yard. 


Lumber dealer land development 
in metropolitan Birmingham, Ala., 
were fully described in American 
Lumberman, August 6, 1957. Copies 
available upon request. 


NUANCES 
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How Dealers Sell New Construction Markets 


(Begins on page 20) 





$60,000 “plus” rural business — 
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DEALER SALESMAN (center 
above) discusses farm building 
program with John and Dick 
Lutterbein in front of steel 
frame and aluminum siding dis- 
play at yard. 


Steel Span Farm Packages 


Like many building materials dealers, John and Dick 
Lutterbein have been adversely affected by the decline 
in new house starts in the 35-mile radius trading area, 
which fans out from their yards in Edgerton, Ohio, 
a rural community of about 1,500 persons. 

They’re licking the problem, however, by adopting 
new merchandising techniques. 


¢Last spring, they took on a franchise for steel span 
structures, enabling them to do a package-selling job 
on farm and light commercial utility buildings. 

eBeing readied for spring is a new store to enable 
them to attract a bigger slice of the market. 

The farm building program already has proved suc- 
cessful ; the sales volume resulting from 17 steel struc- 
ture jobs sold since last April amounted to over $60,000. 
This was accomplished despite the fact they got a late 
start (from the standpoint of selling farmers) on the 
program. 

Dick Lutterbein points out: 

“Deals on such buildings are not closed overnight. 


BUILDING PRODUCTS MERCHANDISER 


Our first objective was to sell one of these structures 
to a leading farmer in the area. It took us about two 
months to accomplish this. We'll have the whole winter 
and early spring to do our selling job next year. These 
are the months when farmers are thinking about and 
have time to talk about, new buildings.” 


Outside salesman. Key to the success enjoyed by 
the Lutterbeins on their new steel span building pro- 
gram, emphasizes Dick, has been the hiring of an out- 
side salesman, Gail Vestal, who works on a straight 
commission. He previously had sold farm buildings for 
a pole frame builder. 

Traditional rural promotions have been employed, 
such as ads in newspapers and a model building at the 
local fair. 

The Lutterbeins selected the steel span system pri- 
four widths—32’, 44’, 50’ and 60’. The 44’ structure 
has proved most popular. Thirteen of the 17 jobs sold 
to date were of this size. 

(continued on page 36) 
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With Monarch Price-Marking, it’s just .. . 


move profit! 







Just “dial” needed 
information — 





So easy to affix 
pressure-sensitive 
lakels in clerk’s 
spare moments 





SENSO LABEL... 


pressure sensitive .. . 





— no al 
. » - adheres to flat 
or curved surfaces. 


Monarch Price-Marking builds profits because: Accurate price and 
selling information creates customer confidence . . . increases 


impulse sales . . . and makes sure each sale is at correct price. 


So easy to use Monarch Model 20 “Dial-A-Pricer”: Just “dial”. 
price-marking information. No type to set or stamps to misplace. 
Easily re-set in seconds by a twist of dials! . . . Ideal for varied 
lines or limited quantities. Price-marks retail price, plus other 
stock or selling information on pressure sensitive Senso Labels, 
Gummed Labels, and String Tags. Send coupon for information. 


Fill out the coupon, attach to your letterhead and mail for complete information. 
@ The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio Al 1-58 
I am interested in a Monarch Model 20 Dial-A-Pricer price- 
marking machine. Send me information on 1t—without obligation. 


NAME 





TITLE 





Circle No. 8 on Coupon, page 50 
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STEEL-SPAN FARM PACKAGES 
(Begins on page 35) 








STEEL SPAN STRUCTURE (in foreground) was integrated into 
Russ McClellan's existing barn. 





CATTLE BARN at Bon Stom's farm was one of two free-span 
structures sold by salesman Gail Vestal. Farmer Stom (left, 
above) gives unqualified support to the buildings. 


The other four jobs sold were 32’ buildings—a 32’x40’ 
building for a paper warehouse; a 32’x60’ barn; a 
32’x40’ hay feeder and a 32’x60' machine shed. 

This flexibility also has made it possible for the Lut- 
terbeins to sell barn additions as pictured on these 
pages. When erected with 3' or 4’ high concrete walls 
with free spans, these buildings offer a permanency 
which has farmer appeal, the Lutterbeins explain. 


Choice of erection. The building package is sold 
three ways—erected, erect-it-yourself or to contractors. 
The Lutterbeins prefer the latter, but of their first 17 
jobs only three were sold to contractors. The basis on 
which the other 14 were sold broke down 50-50 between 
erected sales and those on an erect-it-yourself basis. 

The Lutterbeins have on tap two foremen who are 
capable of running crews to erect buildings. For rural 
do-it-yourselfers, Lutterbeins’ men advise the builder 
at three intervals: 

1. When staking out the building 

2. When setting the bolts in the foundation wall 

3. During the framing detail 

Inventory investment for this program amounts to 
approximately $1,500, the framing for one building. 
The manufacturer is able to give good delivery within 
reasonable time after sales are made, says Dick 
Lutterbein. 
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Quik-Bilt Building Frames 


Quik-Bilt clear span steel building 
frames provide the nucleus for any 
type building: warehouse, store, in- 
dustrial or farm buildings, wherever 
low-cost, post free floor space is de- 
sirable. The frames are gable roof 
type available in five widths: 30’, 40’, 
45’, 50’ and 60’ and three eave heights, 
10’, 12’ and 15’. Select roof and wall 
materials of your choice, metal, wood 
or masonry. By using Quik-Bilt frames 
in combination with other materials 
from your stock, you can offer com- 
plete package buildings. Belson Mfg. 
Co., Engineered Products Div., Dept. 
AL, E. River Road, N. Aurora, Il. 

Circle No. 201 on Coupon, page 50 





Anchor Hinge 


The new Anchor Hinge is especially 
applicable where a door holder or door 
closer—in conjunction with heavy traf- 
fic or abuse—causes severe stress on 
the hinges, particularly the top one, 
it is said. The Anchor Hinge is made 
of wrought steel in 5” x 4%” size 
and is adaptable to all doors 1%” to 
2%” thick. It is of extra heavy gauge, 
is equipped with four bearings, either 
Oilite or ball, and is available in steel 
highly polished and triple plated to 
resist rust; bonderized and prime 
coated for painted finish, or solid high- 
ly polished brass and bronze. McKin- 
ney Mfg. Co., Dept. AL, 1715 Liver- 
pool St., Pittsburgh 33, Penna. 

Circle No. 202 on Coupon, page 50 
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A 5%-pound electric hand saw that 
cuts metal, wood and plastic is an- 
nounced. Called the D-23, it has Orbite 
Action, cutting into the material on 
the up-stroke and backing away from 
it on the down-stroke. The result is 
less fraying of edges, truer cuts on 
circles, scrolls, straight lines or bev- 
els, says maker. Extra, easy-to-change 
blades and detachable electric cord 





come with the saw. H. K. Porter Co., 

Inc., Henry Disston Div., Dept. AL, 

610 Tacony, Philadelphia 35, Penna. 
Circle No. 203 on Coupon. page 50 
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This typical rental customer came in to rent a Clarke rug 
shampoo machine — and she’s going out with a carload of 
merchandise, things she decided to buy once she was in the 
store. Income from the transaction is a sizable sum and it’s 
all directly derived from the Clarke rental department. That, 
after all, is what brought her into the store. 


You, too, can reap handsome profits from customers like this 
by establishing a Clarke floor machine rental department in 
your store. The Clarke rental plan offers you a complete line 








of finest machines plus all sorts of merchandising aids to 
increase your store traffic, sales and profits. Write for details. 


Clarke SANDING MACHINE COMPANY 


461 E. Clay Ave., Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Sanding Machine Co. (Can.) Ltd., 21 Advance Rd., Toronto 18, Ont. 





Rug Shampoo Machine 


Floor Polisher Floor Sonder Wet-Dry Vacuum Cleaner Floor Edger 





Circle No. 9 on Coupon, page 50 37 














Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-man 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 





“Bemis Hardwood Lor. Co., Robbinsville, Hl. C. 


Hemlock, Hardwoods, Flooring, Dimension. 





*M. E. Crisp Lbr. Co., Welch, W. Va. 


West Virginia and Kentucky Appalachian Hardwoods, 
Oak, Poplor, Beech, Maple, Ash, Hickory, Chestnut 
ond other hardwoods. All faciliti 








*Cherry River Boom & Lbr. Ce., Richwood, W. Va. 


h Hardwoods, Flooring, Planing Miil 
Products. Gived Dimension. 








Weod-Mesaic Corp., Louisville 9, Ky. 
White and Red Ook, Walnut, Poplar, Basswood, 
Beech, Cherry, Mahogany and Lavan Lumber. Do- 
mestic and imported Veneers. Hardwood Flooring— 
Ook and Maple Strips and Laminated Biock and 
Special Pattern Flooring. 


*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Soles Ageits for 
J. P. Homer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufocturers Appalachian Hardwood Lumber 








*Member Appalachian Hardwoods 
Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 














Combination Basement Window 


Kewanee Mfg. Co. announces a new 
concept in basement windows, Ke- 
wanee Uni-Forms, a steel combination 
basement window with Integral Pour- 
ing Form (built-in bucks) and Window 
Well. According to maker, the entire 
Uni-Form unit is lightweight, easily 
installed by one man. No steel window 
bucks are i it is said, because 
this feature ¢t into the design. 
Uni-Forms are available in full wall 
thicknesses—8”, 9” and 10”. Other 
thicknesses are on special order. Cor- 
rugated window w designed to fit 
Uni-Forms type of punching and well 


dimensions, are available in round and 
ht types, in heights of 12, 15, 
18, 80 and 36”. Kewanee Mfg. Co., 
Dept. AL, Kewanee, Ill.__, 
Circle No. 204 on Coupon. page 50 





Self-Locking Clamp 


Called the Klip-Klamp, an inexpen- 
sive fast-acting clamp has a cam trig- 
ger that sets it at five distinct posi- 
tions and locks in place. Adjustable 
from 0” to 1”. It is released simply 
by flipping up the cam lever and holds 
work pieces iy ge with a powerful 
grip and can clipped on and set 
with one hand, says maker. Klip- 
Klamp is made from extra heavy 
spring wire and metal parts are 
cadmium plated to resist rust. Length 
is 45”, jaw depth is 2”. Klip-Klamp 
can be used 
needed to speed sawing, nailing, finish- 
ing, painting of wood, etc. Wedgelock 
Corp., Dept. AL, 5446 Satsuma Ave., 
No. Hollywood, Calif. 

Circle No. 205 on Coupon, page 50 
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KD Tub Enclosure 


Model No. 72 tub enclosure comes 
KD and is designed for eye appeal 
and comfort. The unit is being offered 
with flat fiberglass panels or 3/16” and 
7/32” obscure glass panels. The new 
flat panel affords a tight fit between 
the panel and glazing channel so that 
water and grime cannot run down the 
panel sill, says maker. Fiberglass pan- 
els are available in five colors: pearly 
white, pastel blue, pastel yellow, pas- 
tel rose and ocean green. Two attrac- 
tive towel bars are furnished free 
with each unit. Model No. 72 tub en- 
closures are available in standard 
sizes. Stanley Building Specialties Co., 
Dept AL, 1839 N. E. 146th St., North 
Miami, Fla. 

Circle No. 206 on Coupon. page 50 





Acoustical Panel System 


Panatone, a non-combustible acous- 
tical panel system, consists of a non- 
combustible, sound-absorbing pad of 
spun mineral wool enclosed in a flame 
proof membrane that rests on a metal 
spacer grid within a perforated metal 
pan. Panels are finished with double- 
coated white enamel to resist abrasion 
and discoloration and the durable pans 
oo 4 be repainted any number of times 
without affecting their acoustical effi- 
ciency, says maker. Each Panatone 
panel comes with 12” x 24”, 26-gauge 
steel pan, which has been center 
scored to resemble two 12” x 12” bevel 
edge units. Half perforated and half 
unperforated pans are also available. 
Acoustical Products Div., Baldwin- 
Hill Co., o—_ AL, 500 Breunig Ave., 
Trenton 2, N. J. 

Circle No. 207 on Coupon. page 50 
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Garbage Disposer 

New model 27, a super- 
powered household gar- 
bage rege tone is an- 
nounced, along with bud- 
get models and new units 
designed for commercial 
uses. In-Sink-Erator Mfg. 
Co., Dept. AL, 1225 14th, 
Racine, Wis. 
Circle No. 208 on Coupon, page 50 





Texture Series 


_Called the Texture Se- 
ries, an asphalt and vinyl- 
asbestos tile flooring 
achieves a _ carpet-pat- 
terned look by its color-on- 
color treatment. Available 
in six colors. Moultile, Inc., 
Dept. AL, Vail’s Gate, N.Y. 

Circle No. 210 on Coupon. page 50 
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Contact Cement 
Homeowners can use 
Royalbond Grab, a con- 
tact cement, in bonding 
plastic laminates without 
clamps, says maker. Also 
suitable for bonding wood, 
rubber, etc. Royal Sales & 
Mfg., Dept. AL, Los Ange- 
les 54, Calif. 
Circle No. 209 on Coupon, page 50 
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imperial 400 Door 

A new 1%” expander 
storm-screen door, the Im- 
perial 400, is equipped with 
concealed one-piece piano 
type hinges running full 
height of door jamb. Alsco, 
Inc., Dept. AL, 225 S. 
Forge St., Akron 8, Ohio. 
Circle No. 211 on Coupon. page 50 


(continued on next page) 
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Precutting Plywood Boosts Sales 


Custom cutting plywood to specifications for Los 
Angeles industrial firms brings in an average of $800 
in extra business for Anawalt Lumber Co. every month. 

Dealing with some 30 different specialized users of 
plywood keeps the firm’s mill busy precutting plywood 
at 25c per cut. Though some orders run up to $200, the 


average job is $16. 


Some of Anawalt’s special customers are: 


—Machine tool makers who need special compart- 
ments for shipping crates. 


—Engineering and drafting firms requiring crates 


for models. 


—Drapery manufacturers who need special valances 


in a hurry. 
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THE NEW 


CONCEALED HARDWARE 
THAT MAKES FASHIONABLE 


FOLD-ASIDE doors 


POSSIBLE ANYWHERE 
IN THE HOME 
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ACME BOOTH 462 
N.A.H.B. CONVENTION 
Hotel Sherman, Chicago, Ill. 
January 19-23 


ACME APPLIANCE MANUFACTURING CO. 
ACME BUILDERS HARDWARE DIVISION 
200 E. RAILROAD AVE. 
MONROVIA, CALIF. 
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NEW PRODUCTS 


(begins on page 37) 





Adhesive for Foamed Polystyrene 


When foamed polystyrene is coated with new Polystix 
and allowed to dry, the coated foam becomes pressure- 
sensitive and will adhere to almost any surface in a man- 
ner similar to pressure-sensitive tape, says manufacturer. 
This makes it possible to stick foamed plastic to almost 
any surface, including wood, metal, glass and plastic with- 
out the need of applying adhesive at the time of use, it is 
claimed. With Polystix. it is now possible to produce self- 
adhering styrofoam displays and decorations, according 
to maker. Polystix is said to be easily applied by brush, 
spray or roller coater. Adhesive Products Corp., Dept. AL, 
1660 Boone Ave., New York 60, N. Y. 

Circle No. 212 on Coupon, page S50 


Bonus Packing of Cabinet Hardware 
Called the 101 Pack, a new packaging offers an extra 
piece in each carton at no extra cost. The buyer orders 
100 pieces, receives 101 pieces but pays for only 100. 
Each item is packed with screws in a white kraft scratch 
resistant envelope, which is clearly identifiable and easy 
to tear open. Screws are taped on strips so that they can’t 
get lost. Penn-Akron Hardware Corp., Dept. AL, Wood- 
side 77, N. Y. 
Circle No. 213 on Coupon, page 50 


1958 Clothes Washers 


Pushbutton selection of six combinations of water tem- 
peratures plus a fuli-time lint filter, automatic pressure 
fill and a newly developed and field-tested washing trans- 
mission, headlines the 1958 clothes washers offered by Hot- 
point Co. New washers in six models ranging from a 
super de luxe lighted pushbutton to an economy model, all 
feature the new coaxial transmission and all porcelain fin- 





ish inside and out. Hotpoint offers two super de luxe lighted 
pi vor clothes ens, model LW-45 and model 
LWW-45, with Wonderinse, an automatic clothes condi- 
tioner, which automatically injects a conditioner fluid into 
the final rinse period. Hotpoint Co., Dept. AL, 5600 W. 
Taylor St., Chicago 44, Ill. 

Circle No. 214 on Coupon, page 50 





What's Your Answer? 
(Answers on page 49) 

1. Name the four types of windows for which Long-Bell’s 
new convertible “4 windows in one” may be used? 

2. What is the key to the success enjoyed by the Lutter- 
beins on their new steel span farm packages? 

3. How may you obtain your admission badge in advance 
to the HIPShow in Chicago, Jan. 27-29? 

4. What are the five advantages offered contractors by 
Joseph Lumber Co. in Lu-Re-Co house packages? 


5. What two store locations are said to be the best sales’ 
spots for the self-service Green Thumb garden tool 
merchandiser? 

6. Why does Robert Bahnsen find land development a valu- 
able business-builder for his yard? 

7. Name four uses the homeowner may find for packaged 
slate. 

8. Which dealer won first prize in American Lumberman’s 
1957 Home Merchandising Contest? 

9. Which new low-cost sales aid can put you in the highly 
profitable Nylon Cord business? 

10. What is the new look in building products merchandis- 
ing at the Thompson Lumber Co? 














QUIK-BILT clear span 
building frames provide 
the nucleus for any type 
building; industrial, farm 
or commercial. Economi- 
wy cal too, combine with any 
standard building material, 
wood, metal or masonry. 
Available in five standard 


TS 
4 - ZB widths. 
x Franchises now open 


—write today! 
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MANUFACTURING CO NORTH AURORA, ILLINOIS 
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GRIFFIN HINGES 
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For handsome appearance during life-long 


hinge performance. A full line of top 


quality butts in 


popular finishes 
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GRIFFIN MANUFACTURING CO., ERIE, PA. 
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Ultracoustic Ceiling Board 


Trade-named G-B Ultracoustic Ceil- 
ing Board, a new type of glass fiber 
acoustical board is designed for use 
in grid-type suspended ceiling sys- 
tems. The surface texture of the new 
ceiling board is random-fissured, re- 
sembling the classic beauty of traver- 
tine marble. It’s available ir. 24” x 48” 
x %” and 24” x 24” x %” panels that 
weigh only 3 ounces per square foot. 
These panels can be bent when neces- 
sary to facilitate installation in tight 


spots or close quarters, says maker. 
With a sharp knife, G-B Ultracoustic 
Ceiling Board can easily be cut to 
size or to fit around obstructions, it 
is said. It’s designed for use wherever 
suspended ceilings are utilized in new 
construction and wherever ceilings are 
dropped in remodeling construction. 
Acoustical Dept., Gustin-Bacon Mfg. 
Co., Dept. AL, 210 W. 10th St., Kansas 
City, Mo. 
‘ Circle No. 215 on Coupon, page 50 








Two New Vanities 


_ Combining Shoji styling and a liv- 
ing-room look, the new Mat-a-dor 
vanity stresses many new conven- 
iences: built-in drawers, compart- 
ments, towel racks, ete. Color-keyed 
sliding doors and matching side pan- 
els are offered in a choice of six colors 
or white to match any lavatory, basin, 
tile or bathroom decor. One-piece 
Formica counters and cabinets are in 
dramatic tawny walnut. 

The new Mat-a-bar combines coun- 
ter-top practicality with economy and 
is styled so that cabinet may be added 
later, if desired. Aprons are surfaced 
with Formica and available in either 
tawny walnut or solid decorator colors 
to match basin. Glissade, Inc., Dept. 
a Soa Chauncey St., Brooklyn 7, 


Circle No. 216 on Coupon, page 50 
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Railings & Banisters 


Rancho Rails, Superior anodized 
aluminum railings and banisters, are 
available. The top and bottom rails, 
shipped in lengths, are cut on the job 
to fit the installation. All other parts, 
pickets, scrolls, post caps, etc., can 
be assembled without cutting or fit- 
ting. Numerous designs can easily be 
fabricated from the various engineered 
components available in this package 
deal, announces maker. Superior ano- 
dizing (double-time anodizing) gives 
the extruded aluminum a beautiful 
finish of long lasting beauty. Youngs- 
town Mfg., Inc., Dept. AL, 66-67 S. 
Prospect St., Youngstown 6, Ohio. 

Circle No. 217 on Coupon. page 50 
(continued on page 44) 

















eee0 ’ 
THAN THE 


LENGTH OF A _ CIGARETTE 











1 tk haces 


¢ NO FRONT CUTOUT! 


Only the top cutout is needed 
for easy installation. 


¢7 IT'S SUPER-THIN ... 
Only 3” deep — Does not take 
up valuable drawer space. 


7 Fits NSH oi 5s 


To counter top — no space for 
spillovers to run under unit. 


¥ TILE INSTALLATION 


Easiest ever! As easy as any 
other material. 


¢ FITS ALL CABINETS! 


Thickness of tops or cabinet 
fronts is no problem. 


¥ INTERCHANGEABLE 


The Super-Thin gas and elec- 
tric cutouts are the same size. 


TENNESSEE STOVE WORKS 


TENNESSEE 


HATTANOOGA 


Circle No. 33 on Coupon, page 50 
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Ives Introduces Bin-Pak 


Six popular items selected from the 
aluminum lines of Ives builders’ hard- 
ware are now sold in self-storing, self- 
servicing corrugated cartons, called 
Bin-Pak. Bin-Pak is readily stacked, 
permitting easy access to the items 
contained in each carton—only a 
12”x6” space is used. All the hardware 
sold in Bin-Pak is individually poly- 
wrap with screws. Large, clearly 
identified labels show illustration, 

uantity, finish and base number. The 

. B. Ives Co., Dept. AL, 5 Artizan St., 
New Haven 8, Conn. 











“Handy Hardware by Hager™ 
Hager has packed 23 of its most- 


wanted hardware items in a colorful 
red, black and white Binned Merchan- 
diser No. 140. The merchandise is at- 
tractively displayed the minute the 
corrugated, self-contained shipping 
carton is opened. It’s already binned— 
23 of the manufacturer’s most popular 
items of door, cabinet and window 
hardware, plus corner braces and 
mending plates, All items are skin- 
packed. C. Hager & Sons Hinge Mfg. 
Co., Dept. AL, 139 Victor St., St. 
Louis 4, Mo. 


Circle No. 218 on Coupon. page 50 
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tronwork Display Stand 


A new ironwork display stand re- 
quires only three square feet of. floor 
space, yet holds a complete line of 
decorative ironwork and accessories. 
Included are popular “adjustable” 
railings, newel posts, scrolls, fittings 
and necessary hardware. Showing a 
see typical use of iron railings, the stand 

offers free literature. Along with the 
stand, maker offers a retail sales pro- 
gram. Selling methods are geared to 
eustom-installed work and the do-it- 
yourself market. Standard Equipment 
Co., Inc., Dept. AL, Bel Air, Md. 


Circle No. 220 on Coupon. page 50 








YOU can buy 





MILLWORK 
From The Mill 


AND MAKE MORE ON 
EVERY SALE! 


When you buy truckloads or carloads from the mill your 
cost per item is much less. You stand to make a greater 
margin of profit on everything you sell—including Crestline 
windows and doors. 


Write The Silcrest Company, Wausau, Wisconsin 


Removeble Double-Hung Window Units © Casement Window Units ¢ 
Slide-by Window Units ¢ Weatherstripped Door Frames © Bifold Door Units 
® Stacking Awning Window Units ¢ Combination, Self-Storing Storms and 
Screens (With Aluminum Framed Inserts) © Lowvered Doors and Shutters ¢« 
Combination Alumi Doors * Panel and Sash Doors © And Others 
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Proved in service since 1951, Asbestolux is now avail- 
able in the U.S.A. Here is a new kind of fireproof 
asbestos board. It can be nailed without drilling . . . 
can be sawed with ordinary saw blade. It’s fireproof, 
completely inert. It’s light, easy for one man to carry 
Can be fabricated on the job. 


WRITE TODAY FOR FREE SAMPLE 


NAG NORTH AMERICAN ASBESTOS CORPORATION 
Board of Trade Building, Chicago 4, Ill. « Phone WAbash 2-1338 
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Prepackaged Display Panel 

A prepackaged 30” x 80” lay 
panel that has only to be unfolded 
and placed in ition has been de- 
veloped for displaying Armstrong ceil- 
ings on multi-panel wall racks. Arm- 
— la the panel to meet 
open tions recommended by the 

RLDA. Folded twice, the panel is 
sealed in a carton for easy handling. 
The dealer unfolds the el and 
places it on the rack. Samples are al- 
ready attached and the literature is 
prepackaged. Dealer snaps the box in 
place, inserts the literature and the 
display is ready. Armstrong Cork Co., 
Dept. AL, Lancaster, Penna. 

Circle No. 221 on Coupon. page 50 





Power Tool Display Program 


Porter-Cables new power tool dis- 
plays are the result of a full year 
of planning conducted in cooperation 
with over 800 Porter-Cable dealers. 
Five units comprise the new portable 
power tool display program. The pan- 
els at the top of the displays are 
perforated hardboard. Six pegboard 
hanging fixtures are provided for dis- 
playing drills, small power tools and 
various accessories on the top panel. 
Units vary in size from 22” x 214%" x 
1244" to 48” x 66” x 19”. Porter-Cable 
Machine Co., Dept. AL, 119 Exchange 
St., Syracuse 4, N. Y. 
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Range Hood Display 

A complete sales story, just above 
each hood, is featured on a recently 
announced Kitchen-Aire range hood 
display. The brightly colored panels, 
done in ultra-modern shades of yel- 
low, pink and blue, list available hood 
lengths and have actual metal swatches 
of the electro-plated finishes for each 
of the three hoods. The display shows 
the Kitchen-Aire contemporary and 
traditional range hoods and the low- 
priced Stewart-Aire fan and hood 
economy package. Stewart Industries, 
Inc., Dept. AL, 320 E. St. Joseph St., 
Indianapolis 2, Ind. 
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Reversible Door Hardware 


M-D Reversible Sliding Door Hard- 
ware display features a new double 
track of sturdy, extruded aluminum 
and hangers that may be reversed 
to fit on either %” or 1%” doors. 
Hangers are made of heavy-gauge 
cadmium-plated steel with durable 
nylon wheels for noiseless operation, 
says maker. Available in completely 
packaged sets for standard 3, 4, 5, 
6 and 8’ openings. Each set contains 
track, hangers, nylon floor guides, plus 
the necessary screws and instructions. 
Macklanburg-Duncan Co., Dept. AL, 
Box 1197, Oklahoma City 1, Okla. 
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Remodel with Marlite Paneling 


A dual-purpose mailing piece by 
Marlite urges dealers to go after 
modernization business “when new 
building sales are slow.” After look- 
ing over one side of the broadside, 
dealers are invited to “open here for 
your new full-color wall poster!” The 


(continued on next page) 











( Quality 


Camino forests are altitude timber 
—soft textured, mellow, generous size— 
the ideal raw material for producing 
wide, thick pattern lumber, beautiful, 
clear interior finish, paneling, all-around 
building items, shop lumber, etc. And 
remember, Michigan-California is oa 
veteran lumber producing organization, 
instilled with the spirit of careful man- 
ufacture and shipping—o shipper of 
quality lumber for over four decades. 





We are satisfied that you will 
benefit by becoming acquainted 
with Camino Quality Sugar Pine, 
Ponderosa Pine and associated 
species. 





He ee} 
LUMBER CO. 


CAMINO: El Dorado County 
CALIFORNIA 


Camino Qprality 
GAR and PONDEROSA PINE 


and associafed species Q 


* Pimarose. Fire Workwrih 
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poster, 17” x 22”, shows a Marlite 
room divider. Headline says: “Remodel 
with soilproof Marlite paneling, in at- 
tractive wood finishes.” Customers are 
also reminded to “see samples” and 
“ask for free estimate.” Marsh Wall 
Products, Inc., Dept. AL, Dover, Ohio. 
Circle No. 225 on Coupon. page 50 
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Formica Idea Book 


A touch of wrought iron, tropical 
pastels and the feel of Creole gracious- 
ness give the kitchen pictured above 
a touch of old New Orleans, with latest 
in kitchen equipment. This is one of 
43 decorating suggestions in a Formica 
idea book prepared for the home- 
owner who wants new ideas for build- 
ing or redecorating. Also included are 
color keys and a full sampling of all 
72 Formica colors and patterns. In 
addition to kitchen ideas, the book 
suggests bathrooms, playrooms, utility, 
family and living rooms. Formica 
Corp., Dept. AL, 4614 Spring Grove 
Ave., Cincinnati, Ohio. 
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Compact Brush Assortment 


A small new paint brush assortment 
points out to customers that it’s nice 
to have a brush around the house and 
urges them to Pik-A-Brush. Edward 
E. Robinson, Inc., Dept. AL, 407 Mul- 
berry St., Newark 2, N. J. 
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Self-Selling Wil-Bond Can 


A new self-selling Wil-Bond can is 
designed to catch the eye of anyone 
who is going to refinish. It tells how 
Wil-Bond prepares the surface, cleans, 
dulls and eliminates sanding. Wilson- 
Imperial Co., Dept. AL, 115 Chestnut 
St., Newark 5, N. J. 
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A new, low-priced jig saw with sev- 
eral unusual new features is an- 
nounced. Among the features is a light 
that spots the business end of the 
blade, enabling the user to see clearly 
as he saws. Other features include: A 
new left or right angle adjustment, 
new rip and circle guide, new auxiliary 
side handle and new faster cutting 
(2,650 strokes per minute). With its 
three special blades, the Shopmate 
Jig Saw is said to cut everything from 
metals to leather; rip a 2 x 4 with the 
same facility it does delicate scroll 
work. Portable Electric Tools, Inc., 
Dept. AL, 320 W. 88rd St., Chicago 
20, Til. 
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Prefab Walkway Covers 


Low-cost, prefab, all-steel walkway 
covers are available in widths of 10, 
8, 6 and 4’; lengths are whatever the 
job requires and column supports are 











DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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spaced either 10 or 8’ apart. Drain- 
age of the box-V style roof sheets is 
controlled by a designed-in gutter in 
the fascia running lengthwise of the 
walkway cover. The fascia comes 
either as plain galvanized or finished 
in white, factory-applied, baked-on 
alkyd enamel. All of the galvanized 
steel used in the fascia components is 
bonderized so that paint can be ap- 
plied at the installation site to match 
any color desired, says maker. Childers 
Mfg. Co., Dept. AL, P. O. Box 7467, 
Houston 8, Texas. 
Circle No. 230 on Coupon. page 50 





Clamp for Plastic Pipe 


Trade-named Wind-A-Clamp, a new 
low-cost clamp for use with flexible 
polyethylene plastic pipe is made of 
a special hi-tensile, stainless-steel 
wire, preformed of two strands with 
eyelet ends. Clamp slips over the pipe 
easily, yet fits snugly enough for 
proper positioning before locking, it is 
said. Clamp is locked in position by 
twisting eyelet ends one quarter turn 
with fingers. Locking is completed by 
twisting eyelets, at interlocking point, 
with pliers, until pipe is slightly in- 
dented by the pressure of the clamp. 
Wind-A-Clamps can be removed and 
a several times without 
breaking, says maker. Manufacturers 


Corp., Dept. AL, Mansfield, Ohio. 
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Wood Particle Flooring 


A new wood particle flooring, called 
WoodX, has the appearance of cork. 
It is sold as blocks or doweled plank- 
ing and is laid, refinished, sanded and 
maintained as any other type of hard- 
wood flooring. Among its features are 
low moisture absorption, very low 
shrinkage, random graining insuring 
acoustical qualities and a non-slip tex- 
ture, according to manufacturer. L. D. 
Reeder Co., Dept. AL, 2800 Rowena 
Ave., Los Angeles 39, Calif. 
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Paint Edging Tool 


Called Bestt Edger, a new paint 
edging tool is said to enable anyone 
to produce sharp, clean edges around 
poe windows, doors, baseboards, 
quickly and easily. Ingenious wheels 
guide edger smoothly and accurately; 
mohair pad adjusts to any position for 
flush or borders. Bestt Edger is rec- 
tangular in shape, measures 4” x 3”, 
and uses any kind of paint, varnish or 
enamel. To clean, simply remove pad 
and rinse thoroughly in suitable sol- 
vent. Replacement pads are available. 
Emerson House, Dept. AL, P. O. Box 
370, Downers Grove, IIl. 
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"PACKAGED SLATE PA 0. 


TIO 
...@& natural for < A 


the trend to outdoor —, 
summer living <a 


TIMELY NO * 


The move is to outdoor summer living and eating .. . 

on the patio! With the new Packaged Slate Patio, 

all, the contractor or do-it-yourselfer need do is follow FOR PATIOS 

a simple arrangement diagram to achieve a true 

custom look. Pieces are already cut in different sizes, e ADAPTABLE TO 
exterior walks 
interior floors 
fireplace hearths 










in a variety of colors... ready to lay. 


INEXPENSIVE 

Production line pre-cutting method means real savings 
to the consumer. It puts a slate patio within the average 
homeowner's reach . . . provides you with a tremendous 
market potential for slate patio selling. 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


DEALER MATS... TO TIE IN 
WITH YOUR ADVERTISING 


A series of newspaper mats are available 
to sell the product... and you as the area 
Dealer! 


NATIONAL ADVERTISING ... 

FOR PRE-SELLING 

Your customers will see the Packoged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
and POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 

POINT OF PURCHASE DISPLAY... AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day .. . 
every day! Stand it on a counter . . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 
STRUCTURAL SLATE COMPANY PEN ARGYL, PA. 


4-COLOR BROCHURES . . . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic desians for easy following. Use them 
for direct mail . . . keep them stocked in 
your disploy. 
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WON'T SHRINK 
This modern plastic in 
powder form mekes 
lasting repaits in tle, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 



















Borkem’s Rock- 
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fall out pags off Dahon’ Heck Hard 
Water Putty not shrink. Absolutely 
not. It sticks and stays put. You can saw or 


Bn he te cee Rome bane Se 
finish. to use. Keeps indefinitely. So 
economical. Just mix with water as 


needed. « Packed twelve 1-Ib. cans or six 
4-Ib. cans to case. Keep some of each on dis- 


play. Available wy 100-ib. drums for 
users. from your jobber. 

The PLASTIC Repair Material 
in POWDER Form 
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Portable Belt Conveyor 


A new aluminum portable belt con- 
veyor, hydraulically adjustable and 
specially engineered to facilitate un- 
loading, transferring, boosting and 
stacking fo coarmg is announced. 
Called the Trojan Series A Conveyor, 
it adjusts by finger-touch to optimum 
height and angle of incline to suit 
every materials handling need, says 
maker. Available in 10, 12, 14, 16, 18 
and 20’ lengths, the Trojan Series A 
operates in both forward and reverse. 

e non-slip belt, 12” wide, safely 
elevates at angles up to 30° without 
cleats; for steeper angles, cleats are 
available to assure efficient handling. 
The E. W. Buschman Co., Dept. AL, 
Clifton and Spring Grove Avenues, 
Cincinnati 32, Ohio. 
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Roll-N-Stor System 


A non-powered lift truck system 
that features a hand lift jack for use 
with any number of semi-live skid 
platforms is offered. Called Roll-N- 
Stor, the system consists of a lift jack 
with a pintle that instantly engages 
a special bracket under the front of 
the skid. A forward pull of the jack 
handle raises the | of the skid off 
the floor and the unit is ready to roll. 
When empty, the skids can be stored 
on end ina 1 area. The lift truck 
system meets the need for flexible, 
low-cost handling in warehousing, dis- 
tribution, industrial and mill opera- 
tions, says maker. Hamilton Caster & 
Mfg. Co., Dept. AL, 1700 Dixie High- 
way, Hamilton, Ohio. 
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Cycle Billing Desk 


A new Cycle Billing Desk — 
a high filing capacity housin th ac- 
tive and inactive accounts, features a 
new console design exterior and intro- 
duces lightweight, anodized aluminum 
trays. The desk has three tiers of fil- 
ing trays—four trays across. The top 
and center tiers are for active ac- 
counts, the bottom tier is for inactive 
accounts. A separate, standing, inac- 
tive card file has been coupled with the 
desk and provides 240” of filing space 
for inactive accounts and used ledger 
cards. Remington Rand Div., Sperry 
Rand Corp., Dept. AL, 315 Fourth 
Ave., New York 10, N. Y. 
Circle No. 236 on Coupon, page 50 





Two-Way Panel Saw 


The new Mercil two-way accurate 
cutting panel saw is designed for 
ripping or cross-cutting large sheets of 
plywood, panelboard, fibreboard, hard- 
board and plastic laminates, says mak- 
er. The newly designed rigid carriage 
and saw base plate is precision ma- 
chined to give an accurate cut within 
vy” and a new positive locking device 
holds the saw in the vertical or hori- 
zontal position, insuring consistently 
square cuts, it is said. Unit is avail- 
able with a choice of Stanley, Skil or 
Black & Decker portable saws, ready 
for operation from any 110-volt outlet. 
Mercil Equipment Co., Div. of Mercil 
Plating Equipment Co., Dept. AL, 1921 
W. Fulton St., Chicago 12, IIl. 

Circle No. 237 on Coupon, page 50 
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NEW PRODUCTS 
(begins on page 37) 





Added Use for Brushing Cement 


Armstrong Asphalt Tile can now be installed with the 
company’s S-700 Brushing Cement, it is said. Previously, 
Brushing Cement had been specified for use only with 
service gauge Excelon Tile, a vinyl-asbestos product. Now 
it is also recommended for installation of %” Excelon Tile 
and %” and &” Asphalt Tile. With S-700 Brushing Cement, 
Asphalt Tile and %” Excelon Tile may be installed directly 
on suspended, on-grade and below-grade concrete, says 
maker. They may also be laid on plywood or hardboard 
that has been primed with S-140 Floor Size or S-80 
Asphalt Primer, it is said. Armstrong Cork Co., Dept. AL, 
Lancaster, Penna. 
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Plastic Laminate Panel in New Size 

A new 30” x 144” size plastic laminate panel has been 
added to Consoweld Corporation’s line of postforming 
stock, bringing the company’s full range cf sizes to four. 
Other postforming panel sizes, which have been available 
earlier, include 30” x 96”, 30” x 120” and 36” x 144”. Con- 
soweld postforming is available in 27 patterns and colors. 
Consoweld Corp., Dept. AL, Wisconsin Rapids, Wis. 

Circle No. 239 on Coupon. page 50 


Ornamental Window Shutter 

A new aluminum ornamental window shutter has been 
added to the Leigh line of metal building products. The 
new shutter features full-depth louvers, in a reproduction 
of an early American design, and is furnished painted in 
green, red or white, ready for installation. Full-depth 
louvers are integral parts of the shutter, can’t rattle. warp 
or fall out, manufacturer states. A screwdriver is all that 
is needed to install the shutter, it is said, which is available 
in a complete range of sizes. Leigh Building Products, 
Div. of Air Control Products, Inc., Dept. AL, Coopersville, 


Mich. 
Circle No. 240 on Coupon. page 50 


Door Viewer 

A new all-aluminum and wide angle lens door viewer, 
which precludes the opening of doors to strangers, is an- 
nounced. It is all-viewing, easy to install, requiring but 
a single %” hole, says manufacturer. The new door view- 
er, made of rust-proof aluminum, consists of a series of 
wide angle lenses and prevents the outsider from looking 
in. Remineton Hardware Co., Inc., Dept. AL, 102 Green- 
wich St., New York 6, N. Y. 
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Liquid Rubber Weatherstrip 


New Liquid Rubber Weatherstrip for water-proofing and 
weatherproofing is now available. Its convenient, easy-to- 
handle squeeze bottle and spout for those hard-to-get-at 
drafty corners, leaky windows and sill keeps out wind and 
wet; it forms a protective rubber seal upon drying and the 
homeowner, for spring and summer cleaning, can easily 
peel off Liquid Rubber Weatherstrip, says maker. Avail- 
able in pastel pink, garden green, smoky gray, black and 
white in two-ounce and four-ounce sizes. Rubber Magic, 
Inc., Dept. AL, 4312 Third Ave., Brooklyn 32, N. Y. 
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“3 in One" Hammer 


Named the Estwing “3 in One,” a new hammer combines 
three outstanding features in one tool, reports manufactur- 
er. (1) It has unbreakable one-piece construction with the 
head and handle forged of a single piece, (2) it has a 
permanent balance and whip that gives it a smooth drive 
and (3) a new Estwing Cushion Grip with a smooth, non- 
slip feel is anchored permanently onto the light, expertly 
tempered I-Beam shank. Estwing Mfg. Co., Dept. AL, 2689 
8th St., Rockford, Il. 

Circle No. 243 on Coupon. page 50 
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| with every paint sale! 





They’ve been adding on — since they started 
suggesting “Scotcn” Brand Masking Tape 
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Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 





Air-dried Kila-dried 


QUALITY LUMBER 
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LUMBER SALESMAN - 

West Coast Manufacturer and Wholesaler de- 
sires to Fir | sales- 
man. "te sewn Ay Rage ce Tagg 74 
West or tern area. Address Box A-22. 
American Lumberman, Inc. 
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jobbers to our complete line 
ae oad. swore’ coull- 
answers 
— —- Box A-43, American 
Lumberman, 
Sales Representatives. commission basis. to 
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facturer selling to lumber, 
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SALESMEN WANTED 
26 Ca ee Se ont ee 


Selling our famous 
Pied sk ear the apis sack cus 4a an of 


ambi 
money. Consolidated Paint & Varnish Corp.. 
Dept. AL, Willey Ave.. Cleveland 13, Ohio. 





GOLDEN OPPORTUNITY For Good Manufac- 
turers Representative to Sell a newly de- 


1. Western New York State 
2. Central New York State 
3. Metropolitan New York City Area 


The compensation is good—the selling is easy 
—an excellent future for the right men. Write 
or call at once giving genera] qualifications, 
present lines. territory covered and references 
to Joe Corbett. 


AUBURN FISHHOOK COMPANY. INC. 
Dial Auburn 2-512] 
AUBURN, NEW YORK 





WANTED — RAILS 











RAILS, New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. boy 3 
homes Bre. lew York 17, N. Y. 
400 Bidg.. Pittsburgh 22, Pa. 
105 Lake Street, Reno, Nevada 


SALES REPRESENTATIVES 
AVAILABLE 











Sales Representatives Available 
Manufacturers Pemmcasicties, yi established 
serving lumber and building oe ey 
trade and West 
line. Warehouse ogy 
— C. J. Sadler, Fac. Rep., Box 895, Lynchburg, 
Virginia 





Distributorship Wanted 
Progressive Organization with private rail sid- 
pot, te, datribute in Now York Metrope 
Lumber Co,, as yer g howe 


iyn 1, New Y on Thlengle Sar. 





MACHINERY WANTED 











Late Model Lumber Truck 
Capacity. about 10,000 board feet 
Address: P. O, Box 7. Tarrytown. N. Y. 


MACHINERY WANTED 


Set Sraee. 3 te 00 ning, 
4x7.4x 8, wick 


Address Box A-48 A i Lumb Inc. 











MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

Minneapolis, Minn. 





DOUBLE YOUR INCOME from your news- 
Rapes Savyrtnins by i our Low Cost 

-r-r’ cartoons. For prooils write 
LILLY ome gg CARTOONS. Box 167. 
Long Beach 1, Calif. 





USED MACHINERY FOR SALE 











FOR SALE 


V-60 Yates Resaw 60° LH--tilt rolls. 
new. Pilot wheel set works 
for fra sawing. V-belt drive 
75 HP. Six 18 gauge saws. Las 
word for complete unit. $8,100.00. 


HUSS LUMBER COMPANY 
1350 W. Fullerton Avenue 
Chicago 14, Illinois 





One Used Covel Saw Stretcher. Price One 
ggg A  S, and stewie _ National Lumber 





RAILS — FOR SALE 











New and reconditioned relaying rails. all 
weights, daa uiieimanaens 


WEST STEEL CORPORATION 
sie D Dryden St., Charleston, W. Va. 





BUSINESSES FOR SALE 











Building Material. at and Paint. Average 
— five 3: Joo tavent .000. Excellent are rec- 
inventory. Best town fou: 

Michi Good A 

on rout @ area. Inventory at cost, reasonable 
on equipment. lease land and 

buil or sell complete. $25,000 will handle 
_ . oe hong Other interests reason <4 
= ddress Box A-38 American L 








BUSINESS OPPORTUNITIES 











Northern Ohio lumber Brokers doing ly 
volume of ly 1,000 cars need capi 
tal for C/L wholesaling and 
poses. ould consider ype memenablg in inteck 
or selling portion re- 
plies held in strict geullaenes. “Ade Box 
American Lumberman., Inc. 
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Technical Data 


Lift truck owners and operators get 
helpful tips on the care and servicing 
of materials handling equipment in a 
pocket-sized “Preventive Maintenance 
Service Manual.” Aimed at keeping 
down-time to a minimum, the booklet 
offers a handy 32-point checklist, which 
helps users avoid unnecessary repairs, 
aids them in spotting trouble before 
it starts. Towmotor Corp., Dept. AL, 
1226 E. 152nd St., Cleveland 10, Ohio. 

Circle No. 244 on Coupon. page 50 


Straddle Carrier. Complete specifi- 
cations and operating advantages of 
the Series 71 straddle carrier, of 12,000- 
— capacity, are given in a new 
our-page, two-color brochure. The 
carrier is offered in nine models and 
the brochure lists for each model such 
dimensions as load height and width, 
bolster length, inside height and width, 
overall width and weight. Sketches il- 
lustrate turning radius. Ross Carrier 
Div., Clark Equipment Co., Dept. AL, 
Benton Harbor, Mich. 

Circle No. 245 on Coupon. page 50 


Salesman’s Guide. A 12-page ques- 
tion-answer booklet on Ray-O-Lite 
translucent fiberglass — and 
patio roofs is offered as a pocket ref- 
erence guide for salesmen. Among 
questions answered are why Ray-O- 
Lite is different and how style and 
color harmony compares with other 
awnings and patios. Ray-O-Lite Corp. 
of America, Dept. AL, 316 Peachtree 
St., N. E., Atlanta, Ga. 
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new MTT 


Dump Bodies. A new descriptive 
broadside on Speedlift dump bodies 
contains data on designs and construc- 
tion, special features, hardware and 
dump body applications. It also illus- 
trates some of the standard models 
available in over 100 different styles 
from the manufacturer. Daybrook Hy- 
draulic Div., L. A. Young Spring & 
Wire Corp., Dept. AL, Bowling Green, 
Ohio. 
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Consumer Data 


“Abesto Chemical Termite Control” 
is the title of an illustrated booklet, 
which explains how and where ter- 
mites attack buildings. It points out 
early visible signs of invasion and pro- 
vides instructions for “spot treat- 
ment.” Abesto Mfg. Corp., Dept. 
ABH-AL, 120 Wabash St., Michigan 
City, Ind. 
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Home Insulation. A new 12-page 
manual tells the story of home insula- 
tion, which is designed for 100% year 
’round air conditioning. Contains tabu- 
lated data and field research reports on 
the use of 6” of mineral fiber insulation 
in ceilings, 3” in side walls and 2” 
under exposed floors or around perime- 
ter of basementless homes. Shows 
savings in original cost of heating and 
cooling equipment and average operat- 
ing savings for typical homes ade- 

uately insulated. U. S. Mineral Wool 
10., Dept. AL, Stanhope, N. J. 
Circle No. 249 on Coupon, page 50 











Don‘t miss 
What's Your Answer? : 
a single 
(Questions on page 40) copy of 
1. (1)Casement, (2) stationary, (3) hopper-type or 
(4) awning-type window. See ad, inside front AMERICAN 
cover. LUMBERMAN 
2. The hiring of an outside salesman, who works on 
a straight commission. See article, page 35. ae 
3. Fill in and mail the registration card in ad, page 
3, and your badge will be sent to you. if 
4. (1)Reduction in contractor’s overhead, (2) ability 
to get a house under roof — ay, thereby A. your 
eliminating pilferage, (4) a flexible system w hi + ht 
applies to most any plan and (5) completion time subscription 
is cut in half. See article, page 23. is 
5. Up-front or outside. See ad, page 13. due 
6. “Land gives our builders a place to erect the ms- to expire 
terials we sell,” he says. See article, page 33. sae 
7. (1)Patios, (2) exterior walks, (3) interior floors 7 
and (4) fireplace hearths. See ad, page 45. send in 
8. R. T. Arnold Lumber Co. See article, page 24. your 
9. King Cotton’s cord rack. See ad, page 16. renewal 
10. Four new model homes. See article, page 21. order 
now! 








BUILDING PRODUCTS MERCHANDISER 









your biggest 
profit line 






your fastest 


>] lin 
sé ing ine 








NEW 

Steel Stake ,>\\ 
for oa 

Winter 

Work 


Nail Holes jj 
g° apart 





High Carbon 
Alley Steel 
Bracing Does Not Bend f 
Footings >i 
Curbs 
Gutters 
4 Alloy Steet 
Point Stays 
12, 18, 24, 30, 36 Sharp 
and 42 inch lengths > 





Ym OUS 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ili. Dept. A8 


Please send complete dealer price information 
on your NEW STEEL STAKE. 


as ahaa 
Firm 


Address “it 


City. Be Zone_____ State_____. 
Leewuweees eeeweaeeneweenee 


Circle No. 38 on Coupon. page 50 
49 
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ADVERTISERS’ 


Acme Apatiance ie Se ic. ae ee es 39 
Allmetal Weatherstrip Co. ..........15 
American Screen Products “o ........ 4 
Appalachian Hardwoods ............. 38 
Pe ef Ae Pak ee Pate toa ae 40 
Bemis Hardwood Lbr. Co. ........... 38 
Bunyan Lbr. Co,,, Paul .............. 44 
California Redwood Assn. ........... 28 


Cauchotex Industries, Inc. ........... 19 
Cherry River Boom & Lbr. Co. . 
Clarke Sanding Machine Co. .. 





Consumers Glue Co. .................46 
oy BP RD Ea ea 
Durham Ces Bemeee nn be desces-0.00s 46 
Fraham & Co., Inc., John H ......... 16 
Gp OUae ee GO hc hbo soe es ok 40 
Hager & Sons Hinge Mfg. Co., C. ....52 
Hamer Lbr. NOG, DRC, +. o kwdea ee ere es 38 
Home Improvement Prociucts Show .. 3 


Insulite Div. of Minnescta and 
Ontario Paper Co. ... ic. esse cute 6-7 


Long-Bell Div., 
International Paper Co 


Mall Tool Co., 
Div. of Remington Arms Co., Inc. ..51 
Menominee Indian Mills 
Michigan-California Lbr. Co. ........ 43 
Minnesota Mining & Mfg. Co. ........ 47 
Monarch Marking System Co., The . ..36 


National Combination 


Storm Window & Door Institute ... 3 
North American Asbestos Corp. ......42 
Reb Devil Passes. s oes es op cebu dase 49 
DibareRe TO okie oc nc cb ae ce cen eeuee 
Structural Slate Co. ...............+. 45 
Symons Clamp & Mfe. Co. ........... 49 
Tennessee Stove Works ............. 41 
Union Fork & Hoe Co., The .......... 13 
Welsh Plyweod Corp. ............... 8 
Weyerhaeuser Sales Co, ............- 11 
Wood-Mosaic Corp. ..............+..- 38 


FOR INFORMATION ON 


OR 


Advertised Products 


“1 he numbers at the sht w 


FOR INFORMATION:C 


“What's N 








NEW PRODUCTS 
(begins on page 37) 








Drill Accessories Kit 


A Drill Accessories Kit, known as 
the Wen Toter, Model No. 80K35, is 
designed to increase the usefulness of 
an electric drill and enable the user 
to keep tools and attachments where 
needed. The Tote Box with tray meas- 
ures 18” x 6” x 8” and contains an 
outstanding assortment of accessories, 
including a paint mixer, 8” wire brush, 
3” x %” grinding wheel with %” 
shaft, 3” buffing wheel, 9 twist drills 
of various sizes in plastic case, 15—5” 
sandpaper discs, a 5” rubber pad, a 
54%” lambswool polishing bonnet with 
1” nap, 3 adapter set and a speed 
stand. Wen Products, Inc., Dept. AL, 
5808 Northwest Highway, Chicago 31, 


Circle No. 251 on Coupon, page 50 














Maneuverable 6-Ton Carrier 


A highly maneuverable carrier in the 
12,000-pound capacity range is the Ger- 
linger i2 RH Material Carrier featur- 
ing torsion bar spring suspension, 360° 
visibility and Torqmatic. transmission. 
The unit’s Torqmatic transmission op- 
erates exactly like the modern auto. 
The carrier is powered by a 223 cubic 
inch Ford industrial overhead valve 
engine. Torsion bar suspended steer 
wheels reduce jolts and bounce, equal- 
ize contact load on tires. Towmotor 
Corp., Gerlinger Carrier Co. Div., Dept. 
AL, 1226 E. 152nd St., Cleveland 10, 
Ohio. 

Circle No. 252 on Coupon. page 50 
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Chicago 2, il, 





January 6, 1958, AMERICAN LUMBERMAN 











SPECIAL MIDWINTER SAW SALE 














Famous Model 71 Saw available now 
for Limited Time at New Low Price 
on Orders for Immediate Shipment 


REGULAR $ SPECIAL $ 5) 99 r 
LIST LIST 


"au Soy | San $B 89 


COST COST 














Free of extra charge with tool order: 
Colorful New COUNTER DISPLAY 


Heavyweight cardboard 
y oO & — 4-color lithographed 
Remuns ton — price area blank — 
ae 27” high, 18” wide — 

shipped flat— easy to 
erect — net weight 2 Ibs. 


7-INCH SAW NOW PRICED LOWER THAN 
MOST 63-INCH BLADE HEAVY DUTY SAWS 








Easy Handling Model 71 Weighs Less 
Than Many 612” Saws — Ideal Promotional 
Item For Home Workshoppers & Hobbyists 









MORE 
CUTTING 
CAPACITY! 


MORE 
WORKING A> 
COMFORT! Wy 
MIDWINTER epi ereret 
7” combination rip-crosscut blade — ” depth capac- 
—_ 5,000 rpm blade 


ity — bevel cuts 0” to 2” at 45 
speed — ball & self-lubricating bearings — depth and 
bevel shoe — rip fence guide — telescoping guard — 
locking trigger switch — wrench cord — plug & 


ground. UL listed. 





*Specifications and 


See your wholesaler for full details ©. es nia Price 
and see him SOON-this specially priced 9 yi. No" 
offer is FOR A LIMITED TIME ONLY. 


” balloons ah TOOL compas. al 


DIVISION OF REMINGTON ARMS COMPANY, INC. Me 


ee Le 


BRIDGEPORT 2, CONNECTICUT 
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“EVERYTHING HINGES ON HAGER /-’ 











ite 
C. Hager & Sons Hinge Mfg. Co. + 139 Victor Street + St. Louis 4, Mo. #® 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
Circle No. 17 on Coupon, page 50 





